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The VOICE of the TRADE 


The Queen of Siam went 
shopping at Saks-Fifth Avenue for 
shoes. She was able to get in size 
3-B some thirteen pairs of shoes, 
seventy-eight pairs of stockings 
and a handbag. The top price was 
$27.50 for a pair of black alligator 
opera pumps with a built-up leather 


BY APPOINTMENT 
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heel. The bottom price was $15.50 
for three identical opera pumps in 
black dull kid, brown suede and 
black suede—all with buckles. 
Queen Rambhai Barni was seen 
wearing a pair of Laird Schober’s 
shoes at President Hoover’s recep- 
tion. 

Royalty also visited the shop of 
Laird Schober & Co. in Boston 
when Princess Takamatoan of 
Japan purchased seven pairs of 
shoes for walking, sport, formal 
afternoon and evening wear. Her 
ladies-in-waiting also were custom- 
ers of the day. 

Royalty leads the way by coming 
to America for shoes of great 
beauty and high quality. When will 
America return the call by export- 
ing beautiful shoes to all parts of 


the world? 
* * * 


€ ooh was well 
represented at the National Styles 
Conference. Thirty prominent mer- 
chants from our sister country to 
the north of us, helped make our 
conference truly international in 
character. From T. E. Turner, edi- 
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tor of Shoe & Leather Journal of 
Toronto, comes the following: 

“A large representation of the 
Canadian footwear industry at- 
tended the recent Joint Styles Con- 
ference in New York. All of us, I 
believe, have carried home a vast 
amount of useful information that 
will help solve the problem of fall 
styling. Several of the Canadians 
present have remarked to the edi- 
tor of Shoe & Leather Journal 
that they wished there were some 
adequate means of expressing their 
appreciation of the courtesy with 
which they had been treated and 
the assistance they had received. 
It occurs to us that this may be 
done very fittingly through the 
columns of the Boot AND SHOE 
Recorper. Will you be good 
enough, on our behalf, to say 


‘Thank You.’ ” 
x ok x 


“CODie of the most 
important problems confronting the 
retail sales person today is the need 
for more Courtesy, Honesty, 





Knowledge of Merchandise and a 
Desire to render real service. We 
demand that a salesman express and 
radiate cheerfulness. Permitting 
salesmen to purchase a few shares 
of stock in the business has created 
more genuine interest than any- 
thing else we have ever done,” is 
this week’s expression from H. G. 
Wilson of Orlando, Fla. Mr. Wil- 


son, by the way, has just moved into 
a handsome new store. Handsome 
is as handsome does. 


a a 


M. A. Mittelman, Detroit, 
Mich., host to the recent N.S. R. A. 
convention, believes there is a place 
for quality shoes in every com- 
munity. “I am going to stick to 


(a 


a 


quality shoes and maintain a price, 
believing that a demand for good 
shoes still exists. This confidence is 
based on actual figures revealed 
from our records since February 1 
to April 18—which show only a de- 
crease of forty cents per average 
sale unit over the same period of a 
year ago. The decrease would not be 
as severe if it were not for the fact 
that during this same period we put 
into our stock a new $8.75 line 
which we did not feature in 1930. 
Our pair total since the first of the 
year is ahead of the figures of last 
year. Detroit is showing a better- 
ment with Chevrolet and Ford 
working practically to full capacity. 
I still believe that America is a 
good country to live in.” 
* * * 


Len & McCarthy 
of Auburn, N. Y., have added to 
their production of Enna-Jettick 
shoes a line of adhesive process 
shoes which they describe as “Fash- 
ion Weld” shoes to distinguish them 
from their “Fashion Welt” line. 
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Herbert N. Lape, president 
of The Julian & Kokenge Com- 
pany of Cincinnati, expressed em- 
phatically the opinion that there ts 
a place for shoe quality in every 
community, as follows: 

“During the past six weeks 
there has been a definite trend 


¢: 


toward the purchasing of better 
merchandise. This is especially 
true in women’s footwear, and, 
after exhaustive inquiry, we are 
led to believe that this is largely 
due to the fact that women are 
fed up on sale shoes and low priced 
merchandise. It is a well known 
fact that those women who have, 
during the past years, been edu- 
cated to wear good shoes with the 
better fitting qualities will not be 
satisfied with anything else. 

“A year ago when sales began 
to drop off in volume, many mer- 
chants felt that they must buy 
lower priced footwear to maintain 
their volume. At first dropping of 
the retail price was of small pro- 
portions, but later on the grasp of 


their business got entirely away 
from them, until they found that 
they could no longer give their 
customers the quality they had 
been in the habit of giving, conse- 
quently, thousands of merchants 
found their business in a chaotic 
condition. They had not bettered 
things by lowering their prices: 
rather had they gotten into a field 
where competition was most keen 
and where profits were nil. If 
there ever was a time for the live 
wire merchant to get hold of him- 
self in a business sense and realize 
that there are in his community 
thousands of women who have the 
money, and demand quality mer- 
chandise, that time is at hand.” 


* * * 


A Smith’s brown derby 
was placed on top of the weather 
mast, above the Empire State 
building, as a sign that he had 
lifted his hat to a signal achieve- 
ment. From time to time we hope 
to doff our hat to achievement, 
large and small, within the shoe 
industry and worthy of national 
note. Any organization building a 
bigger or better product in times 
like these is deserving of a derby 
salute. 


We make three bows in the 
direction of Brockton. One to M. 
A. Packard & Co., who for the 
past six weeks have enjoyed a pro- 
duction capacity the greatest in 
four years; to C. A. Eaton Com- 
pany who has hit a new high 
mark with a production increase 
of 40 per cent and have met with 
unparalleled success through the 
introduction of their new boys’ 
line and to Howard & Foster for 
keeping the quality up by making 
and marketing a hand-welted shoe 
to retail in the top quality grades. 


* * * 


Md 
This is some business 
we are in,” said Hy P. Bluestein of 
Boston, in speaking of the present 
trend in the women’s $6.00 shoe 
business. “We have no seasons, but 





have seasonable merchandise. Ma- 
terials are seasonable, but weights 
of dress shoes remain the same. 
Women wear heavy sport and golf 
shoes in the summer and light airy 
shoes in the winter. No wonder the 
retailing of shoes is so interesting.” 
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Brisk activity, indicating 
an upswing in the industry, is re- 
ported by Fred Marx of the Moore 
Shoe Company of St. Louis, Mo. 
“We're running to capacity, with 
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cutting ahead for quite a few weeks. 
Our fall line, ready about May 20, 
should stimulate business, as re- 
ports from our salesmen are to the 
effect that stocks are low.” At the 
National Styles Conference, Marx 
expressed a belief that the new 
Griege color had a place between 
the black and brown vogue, voted 
the two most popular colors for the 
autumn season. 
x * 


Ou: hats are off to 


the Kesslen Shoe Company at Ken- 
nebunk, Maine, for holding the 
record these days. The plant is run- 
ning day and night, making wom- 
en’s novelty style shoes to a double 
capacity of nine hundred dozen a 
day. Seth Miller, formerly of Au- 
burn, is in charge of the night crew, 
while George Eli is the day’s super- 


visor. 
* * * 


Listen to this kick 
from the Berkshires—James M. 
Kelly of North Adams says right 
out in meeting: “I feel that the bet- 
ter grade shoe manufacturers are 





making the mistakes of their lives by 
not doing some educational work in 
advertising WHY there is a differ- 
ence between a $5.00 shoe and $8.50 
and $10.00. All they say is that they 
are good shoes, while the cheap 
shoe companies also say “As good 
as”—who can say “better than.” 
x ok * 


And there is the case of the boy 
from the sign shop who delivered 
the sign intended for the tire shop 
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to the shoe store—‘We Fix Flats.” 
It didn’t look so far out of place in 
the corrective department at that. 


* * * 


Ea Hyde, style manager, 
of the International Shoe Co., goes 
into volume action for fall, follow- 
ing the Conference, where he helped 
to prepare the voluminous report. 
He reports with pride: “We are 
showing a continued upswing in 
production with our present sched- 
ule geared to 180,000 pairs per day. 
By fall we are confident the fac- 
tories will be running to capacity.” 
“All God’s people need shoes.” 


1 ee 


Gold kid, the real 


expensive kind, is used for linings 
of new sandals and slippers, of the 
pajama and boudoir type. So is sil- 
ver kid. The metallic leathers are 
used for both sock and quarter lin- 
ings, and they certainly add a touch 
of splendor to the shoes, whose up- 
pers—skeletonized, of course—may 
be of rich leathers or delicate 
fabrics. 


One of the most deserted 
places in New York City is the ex- 
ecutive office of the shoe buyer of 
the Hearn Department Store. It is 
just a detached desk room in the 
midst of a tremendous amount of 
activity. It is the private office of 
Stanley Weiss, but this active young 
man keeps away from it for this 
reason: “A buyer’s office today, 
should be right on his two feet. And 
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those two feet right in the midst of 
the selling activities.” He controls 
possibly the original leased shoe de- 
partment in the country. His grand- 
father was perhaps the first man to 
work out “the lease idea’ when such 
an instrument was signed back in 
1883. 
a 

Thomas S. Childs of Holyoke, 
Mass., landed in New York this 
week after sixteen weeks of South 
American travel as “good-will 
ambassador.” ' 





“Callouses comin’ back? Oh yeah, 1 bought my sad friend the cutest pair of 


purple ones. And he wears ’em, too.” 
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Fifty Leaders THE time has 


Needed Now ©™:. irrespective 
of existing organi- 


a zations and asso- 
ciations, for the 
shoe and leather business to mobi- 
lize its brains, its vision, its courage, 
its personnel, its resources and all 
its planning abilities to the end that 
stabilization might return to the 
business of shoes. 

We had hoped to see, as an out- 
come of last week’s conference, that 
the separate informal meetings of 
manufacturers, of tanners and of 
merchants, might produce a return 
of the spirit of partnership but the 
results of these independent meet- 
ings were quite to the contrary. 
Each organization evidently is going 
its own way in self-protection of 
its own future. 

We wish you to understand that 
these individual meetings were in 
no way connected with the Styles 
Conference itself for that instru- 
ment of progress scored a signal 
success and we make the prophecy 
of increasing usefulness and im- 
portance as the one gathering of 
the trade, with a common spirit of 
cooperation. The conference stands ; 
but the associations from which it 
has sprung are weaker today for 
lack of an understanding that trade 
partnership is desirable and not im- 
possible. 

In all probability, the shoe indus- 
try is facing a divided future. We 
see an example of it in the staging 
of two style shows, parented by 
national organizations next winter. 
Two where one would abundantly 
serve. 

May we offer a _ suggestion 
along the lines of trade partner- 
ship? For example, could we set 
up at an early date an inter-trade 
planning board, to be a sort of 
industrial mobilization commit- 
tee powerful enough to win co- 
operation all along the line and 
capable of creating a set of 
standards for the conduct of bus- 
iness for the balance of the year, 


and then for the full year of 1932 
to follow? We believe that a 
group of fifty men, representa- 
tive of each of all of the divi- 
sions of industry, could chart the 
way to better business through 
organizing the economic thought 
of an industry and to coordinate 
its effort. 

Shoes are a necessity. They need 
not wait for all industry to return 
to prosperity, for footwear crafts 
may lead the way or may enjoy a 
volume of business and profit in 
spite of conditions. Shoes are low- 
cost transportation. They are ne- 
cessities of the day. They were not 
particularly prosperous in the days 
of the boom, neither should they be 
tremendously depressed in the pres- 
ent situation. We believe that a 
group of fifty, serving as a planning 


ASK ME 
ANOTHER 


—Do high wages make pros- 
perity? 
—To the same extent that 
prosperity makes high wages. 
, One condition is dependent 
upon the other. 


—What is the difference be- 
tween a money wage and 
a real wage? 


—A money wage is the dollars- 
and-cents amount received; 
a real wage is the ratio of 
exchange between a money 
wage and the goods or 
services for which it is 
exchanged. 


—Do reduced wages mean a 
lower standard of living? 


—Not necessarily. A lowered 
cost of living will oftentimes 
compensate for a reduced 














wage rate. 
Zoe GT 
i" President | J 


committee and possessing the mental 
proxies of the rest of the industry, 
could do much to restore a degree 
of prosperity, could help stabilize 
employment, could centralize eco- 
nomic control and could coordinate 
on a national scale a vast amount 
of making and selling effort. 

In spite of the astonishing 
achievements of the shoe business 
in the past thirty years, and despite 
all the accomplishments of cooper- 
ative organizations of all kinds, the 
fact remains that scores of our 
concerns have failed miserably to 
organize themselves effectively for 
profit. Business leadership has failed 
to coordinate one branch with an- 
other for the common good under a 
trade economic policy, and a trade 
economic program with specific ob- 
jectives scheduled for one or more 
years ahead. 


What an ironical circumstance 
that despite all our skill and man- 
agement, production, selling and 
financial control within individual 
companies we have not yet been able 
to teach or to persuade the majority 
of the companies within a good in- 
dustry to fall into line of their own 
initiative and to do business with less 
waste and more certainty. 

It is the common good of an 
industry that needs attention. Here 
and there we will find exceptionally 
successful concerns which profit for 
a time but which ultimately suffer 
because of common profit inability. 

Our people cannot do without 
shoes. They have the money for 
even more pairs of shoes, but inter- 
trade competition seems to take all 
profit from industry itself. 

Perhaps it is time to learn that it 
is no dishonor to enter into a coop- 
erative action within the law—even 
though our industry stands unique 
in preserving the right to free 
competition. Too many concerns 
have lived and died on the phil- 
osophy “Every Man for Himself— 
and the Devil Take the Hindmost.” 
Don't worry—the devil does. 
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National Sales Promotion 





Plan 


For Every Store to Use May I5—July 4 


- merchant is faced with this 
problem—how to have the right goods in quantities, 
neither too great nor too small, at the time when they 
will be desired most and at the prices at which they 
will sell best. To meet that problem the REcoRDER 
presents in these eight pages a complete sales pro- 
motion plan adaptable to every store use between 
May 15 and July 4. This open sales promotion plan 
has no restrictions as to type of store invited to 
cooperate and has no limitation as to price of mer- 
chandise presented for public sale. The plan is flexible 
and simple but it needs a degree 
of sales thinking to insert into 


demonstration and for application to your own store. 

The first requisite to a model stock plan under- 
standing comes through making a definite break-down 
of a store’s stock. It is necessary to think of a shoe 
store consisting of a group of departments or lines. 
The difference is naturally a matter of size but there 
is no other difference between departments and lines. 
Consider first the shoe store as being a merchandising 
establishment consisting of a group of departments 
or lines and this can be done in a store that does 
$20,000 a year sales or one that does $1,000,000 worth 
of business during the year. The 
merchant might, in the same way, 











your general plans so that it will 
coordinate with your regular 
business. 

To enjoy the benefits of this 
open plan of ours, it is first 
necessary for the merchant to 
think of that section of his stock 
that is for sport and spectator 
wear. Then the idea in the model 
stock plan is ready for practical 
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EIGHT PAGES OF 
“HOW TO DO IT” 


A complete promotional plan 
is outlined in this section. 
Its purpose is to encourage 
and increase the sale of foot- 
wear during National Sports 
Shoe Weeks, May 15-July 4. 
Every merchant is invited to 
participate in this promotion. 


13 












departmentize his stock as fol- 
lows: 

(1) Fashion merchandise, (2) 
semi-rapid sales fashion merchan- 
dise, (3) slow sale footwear of 
extreme type, (4) the shoes 
carried for prestige, (5) correc- 
tive and orthopedic footwear, 
(6) short line specialty merchan- 
dise. 





~NATIONAL SPORT — 


Bas promotion plan is workable in all grades. 
Reduced to percentages, it will read like 


Typical Selection 
in the this: 
Model Stock Plan 


Projected cost of merchandise 60 per cent. 


Sales: 
80 per cent at full price. 


13 per cent at 15 per cent discount on regular 
selling price. . 


7 per cent at 40 per cent discount on regular 
selling price 


should net a gross profit of 35.2 per cent on the 
gross receipts. Assuming the cost of doing busi- 
ness 1s 30 per cent, a fair average according to 
the latest N. S. R. A. reports. The net profit 
will be 5.2 per cent on sales. 


The organizing of each store as a “depart- 
ment” store—with each line standing on its own 
feet, rather than considering all one general 
stock, is of vital importance. This means that a 
definite record is kept of each line, so that the 
rise and fall in sales, profit and loss, can be 
traced. A life-chart of that stock—not by season, 
or by the year—but by its in-come and out-go 
will determine the actual profit producing prac- 
ticabilities of each line of goods. 


One weak point of this Model Stock 
Plan is the human concept of “My store is 
different.” The accompanying thought that 
one can beat the game by not taking dras- 
tic mark-downs or that a longer profit may 
be squeezed out by prolonging the stay of 
the goods in the store at regular prices 
under the assumption that “someone will be 
along soon who will pay regular price.” 











[‘ this projected investment of $1000 for women’s shoes, the amount 
arbitrarily set is to be considered as a unit. If double that amount 
is to be spent, it would mean that the six shoes shown would first be 
strengthened in their fitting area before considering more patterns. 
Next would come the building up of the best bets by buying in dif- 
ferent combinations. Take the moccasin type for example, one could 
safely have at least six different leathers, if the business warranted 
it. Remember, it is assumed that these shoes are to come from a 
good instock department, so that the pair - on - a - size ordering a 
feasible. 

It is figured that of the 300 pairs of women’s shoes bought on the 
original order, at least another 450 pairs will be bought on size-up. 
Of that total of 750 pairs purchased, 600 pairs will be sold at regular 
price, with 150 pairs to be closed out at mark-down prices. 








The process of departmentizing the 
stock makes possible the measurement 
of sale of each stock so that rate of 
turn-over, gross and net profit of all 
of the items of merchandising can be 
estimated in the entire store on the 
basis of measurement of each model 
stock classification. 

For the purpose of developing sales 
between May 15 and July 4, we 
will consider in the following pages 
the small model stock that permits day 
by day study and test, reorder and re- 
alignment, so that it will be possible 
after July 4, to say: With this model 
stock and with this selling plan we 
were able to sell so many pairs of 
shoes and we have reached the point 
of minimum stock for clearance with 
a definite profit—known and calcu- 
lated on this section of the store’s 
stock. 

In this model stock plan, an ideal 
collection of shoes, bought for a defi- 
nite price, is carefully merchandised 
and is found to produce definite re- 
sults in the money, time and interest 
invested. 

To develop a short model stock, 
capable of doing a sport shoe business 
in the selling weeks of May 15 to 
July 4, it is necessary to realize the 
great possibility of sport shoe service 
to the public during this period of 
time, providing the store has the right 
merchandise at the right price and in 
the right sizes. There must also be a 
common sense co-relation of the poli- 
cies of the store as a whole. Our plan 
has the merit of consolidating the 
merchandising power of the store so 
that it presents a single front—one 
part of the store does not fight other 
parts but strives in its own division to 
make the plan effective. 

Keep in mind the fact that between 
May 15 and July 4, the public is 
sport-shoe minded and there is already 
a tendency on its part to come to the 
shoe store for a sport class of foot- 
wear. Study this rule—The model 
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stock plan progresses step by step— 
each so closely related with the entire 
merchandising effort for this period of 
time becomes an integral campaign, 
definite from beginning to end. Pro- 
cedure is as follows: 

1 Determine the class of merchan- 
dise salable in your community and 
prepare to buy shoes capable of sub- 
stantial mark-up. 

2 Concentrate your buying on the 
fewest possible types of shoes and start 
your promotion with a fair stock, capa- 
ble of replenishment. 

3 Provide a method of recording 
the stock as one definite department 
whose selling life will be six or seven 
weeks—with positive clearance at the 
end. 

4 Build up in full lines complete 
stocks that will turn over rapidly. 

5 Regulate the size of the stock by 
a selling calendar that shows in detail 
the pair sale day by day during the 
period. 

6 On the definite record of sales, 
estimate your need of shoes so that 
fresh sizes can be supplied during the 
period. 

This model stock plan depends upon 
the merchant’s real ability in buying 
for the public. The economic reason 
for stock shoe promotion in this period 
is that a store fulfills a need in collect- 
ing merchandise in quantities into a 
shop convenient for a number of 
people to come to and buy in pair 
quantities. The plan goes further by 
showing several methods of adver- 
tising, window display and store pro- 
motion, to bring the greatest number 
of customers and the better and more 

enthusiastic the cooperation of the 
store, the greater will be the success 
of the plan. 

If any goods do not sell fast enough 
under this plan, mark them down im- 
mediately to the next lower price level 
and advertise them. They will not only 
sell in season but will influence the sale 

[TURN TO PAGE 72, PLEASE] 
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SHOE WEEKS 


HREE hundred pairs of shoes are selected in 

what is considered a Model stock of sport 
shoes for both men’s and women’s departments. 
These two buys of nearly $1,000 each, at cost 
price, must be considered simply as two units. 
Each represents the capital to buy an initial order 
of about 300 pairs from a house that maintains 
a good instock department. It is assumed that 
the merchant's stock will be replenished at least 
twice a week, with fill in sizes being in the mail 
each Wednesday end Saturday nights. 


Size scales will necessarily vary in different 
stores, as may the styles. Each store presents a 
slightly different problem in a measure, but not 
nearly as much as many individual owners imagine. 
Chain stores have proved that point. 


On a shoe having a comparatively short selling 
season as a sport shoe, many merchandisers feel 
that they must have at least a 40 per cent gross 
mark up, as there is a certainty of a 5 per cent 
markdown on all shortlived goods. With 30 per 
cent as an average cost of doing business, this 
40 per cent markup would net a merchant about 
5 per cent for his ten weeks of intensive selling 
effort, provided he cleans up all his shoes in that 
period. Left over sport shoes have about the 
same value as last year’s bird nests. 


It is considered good business to positively 
clean out every pair of spectator sport shoes by 
Aug. |, even if a $1 Day is resorted to, as a last 
means. This allows for the showing of new fall 
shoes by Aug. 15. The minute a style is found 
to be going sour, aggressive means must be taken 
to get this out of the house, regardless of what 
the cost price may have been. It is much easier 
to clean out a bad buy of sport shoes in May or 
June than it is in August, for the shoes have three 
or four times the value early in the selling sea- 
son. Sport shoes have no value as carry overs to 
the next season. That is why a sufficient mark 
up is necessary, for an average 5 per cent mark 
down is necessary in order to clean house effec- 
tively. 





MAY 15 
fo JULY 4 


Typical Selection 
in the 
Model Stock Plan 

















|" this projected purchase of $1000 for men’s shoes, the amount 
arbitrarily set is to be considered as a unit. It is figured that 
the initial stock represents approximately 300 pairs of shoes. 

On the men’s shoes, size-ups will probably not run more than 150 
pairs, or a total purchase of 450 pairs. It is estimated that 350 pairs 
will be sold at regular prices, which means 100 pairs will get the 
necessary P. M. and odd price stimulus needed to clear the decks. 

It must be remembered that sport shoes, or any shoe of a distinctly 
seasonable nature is merchandised decidely different than those hav- 
ing a longer life. A mark-up of at least 40 per cent is advisable, even 
if factory close-outs are used to sweeten up the sale. Sport shoes, 
more than any others require a stiff margin of gross profit to enable 
a merchant to make a fair net profit. Sport shoes also require more 


intensive promotion work, too. 
































DISPLAY NO. 1 


Three paneis of compoboard—red, white and blue with 
silver stars pasted on. Before each panel place a grouping 
of shoes appropriate to the heading on the panel—for 
travel, for sports, for dress. A low platform placed before 
the center panel will give additional accent to the sport 
shoe group. 

The lettering on the red pane) is blue; on the center panel, 
red and blue; on the blue panel, red. 
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Be Smartly Shod~ Be Comtortable-Be Economical 
Choose Your Summertime Footwear From BLANKS 


HOUDAY SHOES 
-for SPORTS 


COPY FOR AD. NO. 1 
HOLIDAY SHOES 


for Travel for TRAVEL 


Pretty yet practical—Shoes 
that add svelte smartness to 
the costume, through clever 
styling of fashionable mate- 
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which are appropriate to the Ms 
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shoes as correct in line as in 
style, so that you may enjoy 
both comfort and chic to the 
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fullest degree. %¢ 
for Dress a 3 a ie 
Loveliest of yosttet peae - ac- 
cent your most eminine “SS 
frocks. Styles for dressy peas ASS Pa) 





afternoon frocks, or for eve- 
ning dresses. 
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MORE PROFITS via PROMOTION 


Analyze, Organize, Visualize and Dramatize 
the Selling Features of Each Group of Shoes, and 
Get Utmost Returns from Your Advertising Budget 


The Model Promotion Plan is 


based on two principal points. FIRST, an analysis 
of the selling features of the individual shoe styles 
which make up a unit. SECOND, a major promotion 
idea for each week of the selling season, plus minor 
promotions that fit in with the major promotion 
schedule, as arranged for a particular unit or group 





A promotion schedule covering the active selling 
season is made up for EACH INDIVIDUAL UNIT 
—such as Women’s Sport Shoes, Men’s Sport Shoes, 
Children’s Sport Shoes. 

When the INDIVIDUAL UNIT Promotion 
Schedules are brought together, they fit perfectly to 
make up the complete promotion program for the 
entire sport shoe stock, throughout the entire selling 
Yet each INDIVIDUAL UNIT is accorded 























































































































of shoes. season. 
= (COPY FOR AD. No. 2) —TAKE IT STRAIGHT 
WHITE - Zube if straight WHITE 
or take it with COLOR OR TAKE /T WITH COLOR 
Saas WHITE — take it 
SPORT SHOES . a WHITE THESE 
for those ¥ ¢ and thase straight or take it WHITE with. with. 
who play “i @, whowoetch = DAYTIME THESE WH ITE 
my with COLOR Suoes 
: <a WHITE ITD 
SS Thus a famous fashion au- Taper ae 
t A thority aptly expresses the Panne “natin 
encom | <7T vogue of white.—Equally BLUE — 
SSS |__| well (store name) meets FABRIC Spot 
the vogue of all-white or PINK IN COLORS 
>, FABRIC oR 
G2 white and color contrast, WHITE 
=——— | with a glorious collection of GREEN COLOR 
acd 3 4 summe’ 
S~ > a? = RED 
——_ | == 
DISPLAY NO. 2 
! SPORT SHOES Compo board panels, braced with frame in back. Bands of 
ST&RE N AME materials in, plain and printed fabrics as, indicated. Small 
nted black; secur screws from the 
—for those —and those back after fabrics are in place, Use washer on screw that 
who play who watch goes through compo board. 
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(see them in our windows) (COPY for AD. No. 3) 
ceceis Popular Twosomes 
a a ar 
sy Po an oot Popular Twosomes for LS Va Da 
Zz Summer Days of Rest, or Jummer Vays 
Rest. 3 creation. Recreation and_ Ro- . 
ena Romance nl Rest. Recreation 
n 
When he and she find MANCE 
pleasure in the same 
: HIKING sports, it helps much, 
ce —— ot whether  newly-weds, 
older-weds or might-be- 
GOLFING weds are concerned. 
Therefore the suggestion 
_— <q || that doth choose the 
proper footwear for their 
TENNIS favorite sport here. Why 
; 2 ' not stop in together? 
BRIDGING ng od can be ex- SEEEEAT BG. 2 
cael en ? , 
Se AF different kinds "of ifoot- cent of compoboard, painted green. Sign, green 
wear as desired — shoes on white. 
* = Zim = = waht. The Groups of shoes—men’s and women’s paired together—for 
ST RE N AME layout suggested is four various sports, such as golf, tennis, riding, hiking, bridging, 
ae wit, but can be dancing. 
width by ha seas Try to secure pictures or photographs of a man and girl 
Ad No3 illustrations. together to use on the background. 
a carefully planned program, proportioned to the 3. The occasions for which it is intended. 


budget which the gross value of that unit justifies. 
The eight weeks’ selling season used as the basis smartest 
for this Model Promotion Plan program is dated from . 
ik Niet ae tence 5. Quality, workmanship, fit, value—when they 
§ g eal selling season. In the case have a bearing on the advertising and sale of the 
of Women’s Sport Shoes, May 15 (Sport Shoe shoe. 
Week) through July 15. 
When the shoes arrive, and are entered on the in- 
ventory sheets ready for stock, a Promotion Idea 
Sheet is made out in duplicate for each shoe style. 


4. The garment styles and colors with which it is 


Here’s typical analysis—this for one of the spec- 
tator sport pumps illustrated in the Model Merchan- 
dising Plan pages: 


One goes with the shoes to the shelves, for ready ref- 1. (Stock Number) White buck pump, swagger 
erence and study by salespeople. The other is re- brown trim 12/8 heel. 

tained to use in planning the promotion program for 2. Selected to meet the desire of many women for 
the UNIT, which may include several related styles. pumps, even for spectator sport wear. The me- 


dium heel makes it popular with active women 
and sub-debs. 


3. Worn for any informal daytime occasion, such 


Each Promotion Idea Sheet should give the follow- 
ing information : 











1. General description of shoe. as shopping, walking, spectator sports, country 
2. Why you selected the style. week-ending or semi-general wear. 


























(COPY FOR AD. No. 4) ‘A GUIDE To CHIC 
° e ° 3 | 
A Guide to Chic in . wrssaondhdienanica 
a ‘a Summer Footwear SSS = 
Active: pe YOUR, To simplify the selection of | 
TATOR DRESSIER correct footwear we have ar- sacs 

SPORTS C°STUMES C°STUMES ranged three groups of sum- Jer Your S&S) «<a 

mer sports shoes in our win- SPORTS —— _ | 








dows. Two shoes from each 
group are pictured here. The | 
display now in our window 
shows many styles in each ; | 
grouping. 4 ae a 

: 
FOR YOUR ACTIVE SPORTS Ca WSS for Your 

















SPECTATOR. 










































Correct, comfortable foot- C°STUMES | 
wear, to help you get fullest = | 
enjoyment from every out- | 
door sport—golf, tennis, = ae 
pce A a, — all fs y HY v? 
e other health-giving pleas- for YOUR Pr oer i 
DISPLAY NO. 4 FOR wee ures of summer. ee 
Three compoboard panels, braced COSTUMES 
on the back, carry the lettering as Those lovely dresses FOR YOUR SPECTATOR 
indicated. The top sign is painted for bridge or tea, or COSTUMES 
on a light board, The display Sunday afternoon, call Because they are so popular | 
stands are made of 3 x %-in. lum- for shoes dressier than for general wear throughout De Sure 5 See The Three Complete | 
ber. Size of window will determine the spectator styles, the summer day, shoes that Groups Now Displayed /a Our Windew 
sizes for panels and display stands. yet informal. Other accompany spectator  cos- STORE N AM | 
Yellow panels with black lettering shoes in various fabrics tumes need to be both chic | 
and black stands would be striking. and in leathers. and comfortable. 
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y ERE ARE YOU GOING ? 
P HAT ARE YOU GOING TO DO 


ing 
Vis {feonie) 

Hiking <Z | Riding fi 
Sree 


a S 




























































DISPLAY NO. 5 


No attempt has been made to show a background in this 
The 
The light 
You 
could add sketches, or cut out pictures to the panels if you 
wish, otherwise solid color panels, in harmony with the window 


setting—it is just to illustrate the use of a striking idea. 
compo board panels, 18” x 30”, have back frames. 
shelves for shoes are fastened by screws from the back. 


setting, may be used. 


This entire display can be used inside the store when taken 


from the window. 


4. Being a neutralizer in color, it goes with all 
colors. It is fashion right with wool, silk or cot- 
ton sport or semi-sport styles in dresses or suits. 

With such a history at hand, salespeople should be 
thoroughly acquainted with the selling points of each 
shoe. The duplicate sheets serve as a fine guide in 
planning a coordinated promotion schedule of news- 
paper ads, direct mail, window displays and interior 
displays, for the UNIT. 

Among the Promotion Idea Sheets for the Women’s 
Sport Shoe Group there will be some duplications of 
facts. Yet there are differences, too, that might be 
overlooked if individual sheets were not made up. 
(The six women’s sports shoes shown in the Model 
Merchandising Plan are similar in many respects, yet 


BLANKS SPORT SHOES ADD ZEST TO THE SPORT AND SMARTNESS TO THE COSTUME | 








Wheve Are You Going ? 
What Are You ToDo? 
Travelling ?| Golfing? | Hikmg? 


ae 





NOTE 


For the advertisement 
at the right, well writ- 
ten descriptions of the 


¥ lit 


F Ii? 
Vale 








shoe styles featured are . 9 4 ; 

sn dae page + ll Swimming?| Yachting ? 
complete the ad. The  =¥ —- 
promotion is planned las c= 
especially for the be- f = 








ginning of the vacation 
season, just after July 
4th. The descriptive 
copy under each head- 
ing may also include 
selling points on shoes 
for the various activi- 
ties. 
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there are two oxfords for active sports, a spectator 
oxford and strap that are in between, and two pumps 
that are even more dressy.) 

Next consider the promotion budget for the Wom- 
en’s Sport Shoe UNIT. 

The original order of 300 pairs plus the projected 
fill-ins of 450 pairs—given in the Model Promotion 
Plan, represents an estimated retail value of $3,475 
total receipts (see summary). Three and one-half per 
cent of this total is $121.62. This budget to be ap- 
portioned between early promotions, intermediate pro- 
motions and clearance period, one-third being allowed 
for each. 

[TURN TO PAGE 72, PLEASE] 





















































ORT SHOES - 
DISPLAY NO. 6 
AS TAS. Ss (COPY FOR AD The words SPORT SHOES are blocked out on compo board and 
‘ No. 6) cut out with a jig saw. Letters white, border blue. 
Riser of upper step is red with white letters. Riser of lower 
SPORT step, blue. Flat surfaces (treads) white. Made of light lumber, 
SHOES painted. 
——— Shoes are arranged on the steps and floor of window, which 
tig <a Assuring Styleful should also be white. 
re a eae = the Background of blue and red will give striking setting—use crepe 
nage at beameriecrn meny _ paper or bunting in solid colors. 
prnoareee “ma To add to your Holi- 
ae day pleasure you 
ae want to be smartly 
Sapna Sa dressed — you MUST i = yt 
——S>| Ss be comfortablly shod. : Ck 
(Store Name.) Sport a) ] i 
shoes for player or (eee Li NY. ee 
gy <A spectator combine Sr a A Ne echt 
> @ =| Sires) pO N 
os — with economy to “ _ Fr EEE 
_—_— ne make them still more Ronn eos ty ea ae ce Se ee Os oa: 
attractive. 
STORE NAME 
AD NO.6 _ 
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DISPLAY NO.7 


ete + 2 eo Od ED 





The white panel has 
blue stars and lettering ; 
red shelves and stripe. 
Other shoes are grouped 
around it. Add a blue 
and a red panel at either 
side for a larger display. 
(See display No. 1.) 








COPY FOR AD NO. 7 


What’s Afoot for 
the Holiday? 


Whatever you do, wherever you go there’s a new (store 
ms sports shoe ready to assure smart comfort for your 
eet. 

And when you step out, cheerful and exuberant, feeling as 
though you were treading on air—that’s reason enough for 
yd _— changing to such cool, comfortable light weight 
shoes 





See these four shoes and 
many others in our window—$5 














MEN/szz our 
PICK QUICK 
SHOE SHELF 


fa G2. 
aA =s2 


We have made it for 
You to pick your sumer grat ses 




















VL LLL LL LL 
DISPLAY NO. & 








Four inch shelves of light 
lumber are attached to the 
face of a compo board panel, 
. with screws through the sup- 

posts in me Soe —— 

and compo board are naile 
STORE NAME to the heavy base of lumber. 
AD.NO.8& Medium green panel with 
dark green or black lettering, 
shelves and base will be ef- 
fective, a card with stock 
number and price is with 

each shoe. 


























COPY FOR AD NO. 8 


MEN! See Our 
PICK QUICK SHOE SHELF 


We have made it very easy for you to pick your 
summer sport shoes 








Right in our window we have arranged a whole collection 
of all the best sport shoe styles in orderly rows on shelves, 
with the style number and price beside each shoe. 

You can pick in a minute, or study to your heart’s content, 
then step in and ask for your size in the style—or styles-— 
that particularly interest you. 








Make MONEY on Men's Shoes 


Through the Model Promotion Plan 


These ad-layouts, copy suggestions and win- 
dow display ideas show the practical use of the 


Model Promotion Plan for Men's Sport Shoes 


‘Ki first thing about the 


Model Promotion Plan is that it is as practical, and 
even more valuable, in the small store than in the big 
one. One thing, however, must be recognized by the 
smaller merchant where there are fewer people to 
do the work: Planned promotion is as much a part 
of selling as waiting on customers. In fact, coordi- 
nated advertising and window displays that drama- 
tize a series of ideas will definitely increase the num- 
ber of prospective customers that come into your store. 
THAT’S SALESMANSHIP worthy of careful at- 
tention by the boss! 

In applying the Model Promotion Plan to men’s 
sport shoes, the same procedure is followed as for 
women’s shoes. When the shoes are received and 
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entered in the inventory records, duplicate promotion 
Idea Sheets are made out for each shoe, listing— 


1. The general description of shoe. 

2. Why you selected the shoe. 

3. The occasions for which it is intended. 

4. The garment styles and colors with which it is 
smartest. 

One copy of each sheet goes to the shelves with 
the shoes for the information of sales people. The 
other is retained to use in planning promotions. 

Next consider the promotion budget for the men’s 
sport shoe unit. The original order of 300 pairs, 
plus the projected fill-in of 150 pairs, given in the 
Model Promotion Plan, represents an estimated re- 
tail value of $2,063.75 total receipts (see summary) ; 





3% per cent of this total is $72.24. This budget to 
be apportioned between early promotion, intermediate 
promotion and clearance period, one third being al- 
lowed for each. Each store should multiply this 
model UNIT PROMOTION BUDGET according 
to the size of its own UNIT of men’s summer sport 
shoes. ; 

With the Promotion Work Sheets for the various 
styles in men’s sport shoes at hand, together with a 
list of events and occasions and garment style high- 
spots, the promotion ideas are listed—either as a ma- 
jor or minor idea. The program of major ideas 
shapes up about this way, for succeeding weeks of the 
selling season— 


May 15-23—Sport Shoe Week—which includes all 
sport shoes. 
May 24-29—What’s afoot for the Holiday (Decora- 
tion Day in several states) (ad and 
display No. 7). 
June 1- 6—See our quick pick shoe shelf (making 
choosing easy) (ad and display No. 
8). 
June 8-13—Popular twosomes for summer days (see 
women’s shoe schedule). 
June 15-20—Fairway and Father’s (Father’s Day, 
June 21) (ad and display No. 9). 
June 22-27—On your vacation (don’t miss a good 
time by two feet) (ad and display 
No. 8). 
June 29-July 3—Shoes for the Fourth (see women’s 
shoe schedule). 
July 6-15—Close out (clearance of summer sport 
shoes ). 


All sale left-overs in summer sport shoes should be 
closed out by August 1. 





This schedule gives a new promotion IDEA for each 
week—brings out a new selling angle that can be dram- 
atized without great cost or effort. Each idea holds 
timely customer interest. Four of these (Nos. 1, 4, 7, 
8) tie up with the promotion schedule for women’s 
shoes. Ad and display suggestions for the others are 
given. Interior displays to tie up with the ads and win- 
dows should be arranged, with wordings on display 
cards to re-emphasize the [DEA that is being featured. 
This interior showing is very important, yet nine out of 
ten shoe stores look exactly the same inside for YEARS 
at atime! It’s dramatizing the merchandise that sells 
it! 

Due to local circumstances or occasions you may 
wish to change the promotion program which we have 
suggested. 

The important thing is to have the needed major 
IDEAS to assure renewed interest every week. Then 
list the minor IDEAS that hold good suggestions for 
less elaborate promotion. Here’s a partial list: 


A great gift for golfing graduates. 

Sport shoes for the bridegroom’s trunk. 

When sidewalks sizzle—keep cool in sport shoes. 
Name your sport—we have the right shoes. 
Shoes that meet every camping need. 

Brown’s popular in clothes—also in shoes. 

Cool shoes are as important as cool clothes. 

We fit you right and guarantee comfort. 


Through the Model Promotion Plan you can get a 
mailing folder for less. For example, Ad. No. 10, 
“On your vacation,” illustrates ten shoe styles and 
can be used as a folder. 











Gass 2ist. is) Fairways and Fathers 


Father's Day 
Fairways 
and ‘ 
Fathers— 


2a 








IF HE DOESN'T PLAY GOLF 
GIVE HIM SPORT SHOES 
INSTEAD 
MAKE HIM FEEL YOUNG 


























DISPLAY NOG 





Around the suggested 
panel, arrange active and 
spectator sport shoes. Try 
to have pictures of fathers 
who are good golfers at 
local clubs. Any one who 
can draw at all can make 
the sketch, using colored 
erayon on _ unpainted 
compo board. The panel 
should be fairly large to 
be effective. 








AD.NO. 9 


COPY FOR AD NO. 9 


Fairways and 
Fathers 


Don’t “dear old Dad” him—compliment his vim and vigor. 
Give him golf shoes for Father’s Day. If he doesn’t play, 
give him a pair of sport shoes anyway. Dressing smartly 
banishes the years. Make him feel young, even if he has 
got grey hairs over you! 

There are (number) different golf 


shoes, and (number) different dressy 
sport shoes to choose from here. 











ON YOUR VACATION- 
DONT MISS A 
GOOD TIME | 
BY TWO FEET 


CHOOSE THE RIGHT 








‘your Vacation~ STORE NAME SHOES 
Don't Miss a Good Time to Bc 
By Two Feet / AND BLISTERS 


md a 


























DISPLAY NO. 10 


Use this poster as the 
center piece for a window 
trimmed with travel posters 
and borrowed sports equip- 
ment as a back ground. 
Arrange active sport shoes 
on one side, spectator sport 


Ma 








= NAME shoes on the other. Green 
grass decorative floor 
AD. NO.10 covering will add to the 


out door atmosphere. 


COPY FOR AD NO. 10 


On Your Vacation 


Don’t Miss a Good Time by Two Feet 


Either embarrassment or blisters, caused by the wrong 
shoes will make you miss a good time just when you 
want to be at your best, and enjoy yourself to the 
utmost. Be sure you take enough of the right shoes! 
They’re not expensive here. 





Boot AND SHOB RECORDER 
20 combining THe SHop RETAILER, May 9, 1931 

















The SATURDAY EVENING POST 
is carrying BOB SMART SHOES 
to Greater Heights of Popularity 


See May 16th issue 
Saturday Evening Post 





We are convinced that National Advertising is one of 
the biggest helps that a manufacturer can give to his 
dealers. Our program calls for continuous national ad- 
vertising on BOB SMART shoes, through the best me- 


diums. 


When your store becomes the headquarters of a Nation- 
ally Advertised brand of shoes backed up by an organi- 
zation that has a reputation of manufacturing quality 
footwear, you are building confidence for your store in 
the minds of the consuming public. 


If you are not concentrating on BOB SMART shoes it 
is to your interest to investigate our Agency Proposi- 
tion. 


Write for 1931 Spring-Summer Catalog 






BROADWAY 
Combination Last 


0753—Beautiful black calf 
and sea-sand calf, black pip- 
ing around outside quarter, 

leather soles, Spring 
Step rubber heel, B to D, 
5/11 


0754—Same in _ beautiful 
brown calf and_sea-sand 


calf. Bto D, 5/11 





SHOES 


BOB SMART SHOE COMPANY, Milwaukee, Wis. 
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HIGHLIGHTS 





FALL 


for 


As Reflected in the Styles Conference Report 


By MADAME HAMILTON JEFFRIES 
Fashion Editor 


laaprovement in business must 
come through consumption, which puts it squarely up 
to the retailer, said one conference speaker. 

The style picture as presented at the conference is 
one in which the retailer will readily and easily fit his 
stock and store. The recommendations are clear, con- 
cise, sensible—and a safe and excellent guide. 

Prado brown will prove a volume color; the dark 
reddish browns follow in importance, and will be used 
in style merchandise. 

Contrasts that widen the color horizon will appear 
in women’s costumes, calling for accenting footwear, 
which the conference recommendations feature. Wine 
shades will be so significant in fall ensembles that the 
Madeira tones in shoes will find ready acceptance. 

Grisette, a graphite-toned leather, will not only super- 
sede the gun-metal shade in popularity, but will prove 
smart in allover and two-toned shoes. It will be par- 
ticularly fashionable when worn with the gray-greens. 

Grained leathers—particularly pinseal, ecre, morocco 
and pigskin—will be used in combination with smooth 
leathers, and two-toned footwear will emphasize the 
contrast of textures. 


Blue will carry over in the South, in some sections. 

Patent, combined with novelty grains will appear in 
late fall. Brown patent was mentioned as a novelty. 

Skeleton stocks of shoes may be ordered early in 
black and two shades of brown, with the former more 
than 50 per cent in volume. Some greens, in the popu- 
lar paddock shade; an occasional wine tone; novelties 
in smart, tailored patterns; grisette in high fashion 
only, form a first nucleus for fall buying. 

The “port-hole oxford” aroused enthusiasm with its 
cut-outs framed with fast-colored eyelets, so placed that 
the lining of the shoe is also perforated, but covers the 
inner rim of the eyelets. 


Manse is second in importance 
in the group of browns, sharing the popularity of 
Tunisie, which is a gray-brown, to be worn with the 
novelty and grade woolens. 

Black satin stages a revival in the evening slipper, as 
well as for afternoon wear, while brown satin, plain 
and with cameo buckles, will be worn with the beige 

[TURN TO PAGE 56, PLEASE] 
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SCORES AGAIN 
with The Hit of The Year! 


“PEEK-A-BOO” 


The Sandal That Mirrors The Mesh Vogue 


Just as the Style Leader in Every Field sets the pace 
SPECIAL strengthens its supremacy with “Peek-a-Boo,” 

a creation of this modern age that will go down in 
history as the Epochal Shoe of 1931! To incorporate 
the open mesh and woven texture of Luvra Cloth in such 
a masterfully designed pattern as “Peek-a-Boo” is 
an achievement only SPECIAL could produce at 


sD os 


“Peek-a-Boo’s”’ Day is Now It’s ready! On 
the floor. First come, first served, get your 
order in. We Ship Today, No Delay. Buy 


it across the board. It’s a sure-fire hit! 













“PEEK-A-BOO” STRAP 
7608—Natural Luvra cloth, Seasand kid trim. 
20/8 F. B. Louis. 
7609—As 7608 with 16/8 Covered Cuban. 


7610—White Luvra cloth, with White kid trim. 
20/8 F. B. Louis. 


7611—As 7610 with 16/8 Covered Cuban. 


7612—White Luvra cloth vamp, Patent Leather vamp 
trim, strap, quarter and heel. 20/8 F. B. Louis. 


“PEEK-A-BOO” PUMP 
7600—Natural Luvra cloth, Seasand kid trim. 
7601—White Luvra cloth, with White kid trim. 
7602—White Luvra cloth, Patent Leather trim. 
7603—White Luvra cloth, pastel Blue kid trim. 
7613—Natural Luvra cloth, new Tan calf trim. 

ALL 20/8 LOUIS HEELS 


“PEEK-A-BOO” OXFORD 
7604—Natural Luvra cloth, Seasand kid trim. 
7605—White Luvra cloth, with White kid trim. 
7606—Natural Luvra cloth, pastel Pink kid trim. 
7607—White Luvra cloth, pastel Blue kid trim. 

ALL 16/8 COVERED CUBAN HEELS 


SIZES AND WIDTHS 
A, 4%-8...B, 3%-8...C, 3-8 
Each style exactly as pictured, with new 
process Kid linings. All Full French 
Corded. The greatest value we have ever 
offered! 








1330 WASHINGTON AVE. ~~» ST. LOUIS, MO. 
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She Buys What She Is Sold 








/ 
LL 





dd 
I want to see something in 
patent leather.” How often does the customer her- 
self open the selling transaction for us by definitely 
announcing what type of shoe she thinks she desires? 
Here is our answer, based on recording 250 customers 
in a department carrying but one price line. 


Definite shoe on display 45 
Definite leather or color 97 
Definite heel 52 
Two choices 30 
No choice 26 

250 


In all but twenty-six of these cases an interest in a 
definite shoe or type of shoe has been manifest by 
the customer. The remaining 224 have given us 
valuable information. If we ascertain what type of 
shoe they desire before they are seated we may place 
them near the particular stock which they have men- 
tioned, thus enabling a faster presentation of mer- 
chandise. If a floorman ascertains the kind of shoe 
desired he may use this as an added bit of personal 
interest in calling the salesperson to the customer by 
saying, “Mr. Brown, this customer is interested in 
patent leather.” A definite and new personal contact 


The Important Part the Retail Salesman 
Plays in Closing the Sale and Pleasing 
the Customer Even If Her First Choice 


Isn't in Stock 


has been made between the salesman and the cus- 
tomer’s want. 

Because a customer specifies patent leather when 
she enters a department it does not follow that she is 
in the market only for a patent leather shoe. To what 
extent this situation holds is demonstrated by the fol- 
lowing table, in which the wants of the customer as 
stated when she entered are compared with the pur- 
chased merchandise: 


Actual Purchase 2 

ee ee as 

“a 2 & - SS a 3 

a28et &§ Se” 

Want Expressed Semanmeamraamoge 
Black Leather .. 24 My XA 2 eee ee 
Patent Leather . 18 Ss oe 2s. a a gd 3 
Brown Leather . 15 SU Ae ae x. Se z 
Blue Leather ... 13 S32 Dae. 1 2 
Black Suede ... 12 a ae . 4 ; 3 
Brown Suede .. 10 1). @© o>... ee 1 
Beige Leather .. 5 oe on arc 2 1 
Gray Leather .. 3 2 ~. , ‘ 1 
100 2 18 16.46 7 6 4 ‘5 #8 


These results show the value of shoe salesmen 
rather than mere order-fillers. Of the 100 expressed 
wants but thirty-eight customers have purchased the 
leather or color which they thought they preferred. 
Eighteen have made no purchase. Forty-four have 
been switched and have purchased other merchandise. 
Of the twenty-two calls for suede merchandise, of 
which but a small stock was on hand during the spring 
season, but seven customers were fitted and sold suede 
shoes. However, eleven others were sold other stock. 
This again points out the value of salesmanship. 

Too often do we hear a salesman say, in explaining 
a lost sale, “Brown suede—we don’t have her size.” 
With real sales effort these cases should be reduced 
to a minimum, for when necessary every salesperson 
should know enough of present-day style to be able to 
present and sell a shoe from his stock which is a sub- 
stitute in the proper size for that which the customer 
first demands. Materials and colors can be inter- 
changed. Make this the rule of shoe sales, “Size up 
your customer first, then SELL.” 
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HEALTH SHOES 


ye A a — ae 


LAST over which shee is 
—= anatomically cor- 
y gu Te Tea. 
>) 







= on te give free- 


the growing 
_ foot. 
- ae of best quality 


a a} ~. sonnet 
eg year “Welt Lo one 


SHANK tee de- 
signed to support t 
arch of the foot properly. 


oquerss moulded to 
and guaranteed to 
ae the shoe. 


ROB ROY shoes are extra 
comfortable a the 
ball of the 





EVERY ROB ROY shoe 
is a genuine Goodyear 
Welt smooth innersole. 


FOR BOYS 


PLEASE note fresh air 
inside the shoe. 


RETAIL 
‘> ro *4 
9 to 13% 1 to 6 61% to 9 
b--4 —-D 


THE PRINCIPLE OF ROB ROY SHOES 


is keeping active feet healthy. Great care 
has been taken in designing anatomically 
correct lasts and fitting measurements so 
that every boy with a normal foot can be 
perfectly fitted. Rob Roy Health Shoes 
start at size 9—1to fit the little fellow just 
out of children’s sizes—and end at size 9 
—for the lad who sometimes takes a shoe 
larger than his dad’s. 

The Rob Roy dealer program covers dis- 
play materials, special cartons, folders and 
other helpful advertising aids. 

Rob Roys have been unusually successful 
in keeping active feet healthy—and keep- 
ing merchants’ stocks active. Will you 
write us for interesting information? 


A. S. KREIDER SHOE MFG. CO. 
ELIZABETHTOWN, PA. 





m™ ROB ROY SHOES KEEP ACTIVE FEET HEALTHY -—@ 
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LP 


SNUG ANKLE FIT 


. a 
| HEAS SHOES 


SNUG FITTING WAIST 





TOES To MOVE BACK 
— AND FORTH 


HIGH COUNTER 
MOULDED TO LAST 
BUILT UP HEEL 
TO PREVENT TURNING FOES CHVEING OARe 
SNUG FITTING ARCHE 
“ STEEL SHANK 
CUPPED HEEL SEAT 
MAKING ROOM FOR Tee R;OLE CUE cae 
OSCALSIS BONE METATARSAL BONES 


FIRST wo ONLY 


JUVENILE CORRECTIVE SHOES AT 


$2.50 $ $4.00 


5 to 8 2% to7 
Ato D AA to D 


RETAIL 
8%4to2 AtoD 


INDISPUTABLE EVIDENCE 


of Pollyanna Health Shoe selling power. First shown as a feature 
line in January, 1931, already there is a Pollyanna Agency in most 
every large city in the United States. 


The establishing of so many outstanding stores as agencies in such 
a short time demonstrates that our idea of correct fitting and our 
orthopedic features in juvenile shoes appeal to intelligent buyers 
and merchants. 

The phenomenal turnover of Pollyanna Shoes in these agencies 
proves the appeal of these features to the con- 
sumer is as strong as to the merchant. 


If you wish a full explanation of our Agency plan, 
please write us. 


THE A. S. KREIDER SHOE CO. 
ANNVILLE PENNSYLVANIA 


FROM KINDERGARTEN TO COLLEGE 
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The retail distribution census of Washington, D. C., just released by ithe Bureau of the Census, showed a total of 119 shoe stores, including 


8 men’s stores, 20 women’s stores and 91 stores selling men’s women’s and children’s shoes. 


Total volume of sales (1929) amounted to 


$6,910,106, of which $2,050,740 was done by single unit independents; $2,158,814 by local multi-units and $2,700,552 by sectional and 
national chains. Total stocks on hand at the end of the year amounted to $1,695,120. 


Capital's Unique Shoe Center 


Concentrated in Two Blocks of Nation’s Capital 


Are 21 Stores Catering to Footwear Needs 


aes in two short blocks 
of Washington’s best shopping street—F Street— 
are to be found 21 stores catering to the footwear 
needs of the Nation’s Capital. This concentration 
is found on F Street between 12th and 14th Streets, 
and is believed to be almost unique in American cities. 
Other cities, it is true, have their shoe store cen- 
ters, but in most of them the trade is more or less 
scattered. At least, it is difficult to find such a large 
number of stores within two blocks. And of these 
Z1 stores, at least 11 of them are exclusively shoe 
stores. What is the reason for this preponderance of 
shoe stores in one section, it might be asked. The 
reason probably is found in the cosmopolitan and 
conglomerate population of the Capital City. 
Washington’s society probably is the most bril- 
liant to be found anywhere in this country. Here 
are to be found not only our own high Government 
officials, led by President Hoover, but diplomats from 
all over the world who have brought with them to 


the newer and younger country their old world cus- 
toms and traditions. 

To keep up this continuous round of social activ- 
ity, shoes are something more than a necessity. With 
the tremendous “competition” between debutantes to 
costume themselves unlike every one of their sisters, 
and the struggle of the eligible men to always ap- 
pear well shod, the shoe stores of this city play no 
small part. 

The diplomatic set of this city, always immacu- 
lately groomed, runs up into the hundreds. Not a 
night passes without several dinner parties or other 
social functions at which a large portion of this set 
must be present. It is a question of shoes, shoes, 
shoes. 

While Congress is in session, the social activities 
are multiplied innumerable times with dinners being 
given by the Congressional set to the diplomatic set 
and vice versa, not to mention the functions over which 

[TURN TO PAGE 62, PLEASE] 
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Ouality Shoes 
4 Ph § 


These sport shoes represent 
sound values and real sale- 
ability at popular prices. 



























Style No. 250-37—$3.35 
Light Smoke Elk vy elet Oxferd; 
Brown Calf Trim. /8 Bubber 
Heel. In stock ee Beand C 


Syte No. = 

White Five Eyelet Oxford; Black 
Calf Trim. 94/8 Whole Rubber Heel. 
In stock AA, A, B, and C. 















Every indication points 
to an ever increasing de- 
mand each season for 
sport footwear. As this 


















Styte No. 214-38—$3.85 





Five Byelet White Elk Oxford; Black season vances ur 

Tip and Saddle. 9%/8 Whole ‘Rubber e ad ss yo 

Heel. In stock AAA, AA, A, B, and trade in sport footwear 
lo No. 214-37—$3.8 will prove active and 

Five yet’ Oetord. ‘Light Smoke Elk; prove e 

Brown Calf Tip and Saddle. 9%4/8 profitable if you concen- 

Whole Rubber Heel. In stock, AAA, 

AA, A, B, and C. trate on these sport welts 


i i i Style N Wait. 85 
carried _in stock in intel Be wo Ce 
wanted sizes and widths. Lizard ‘Trim. 93/8 Whole ‘Rubber 


Hee,” In siok AAA. AA, Ay 


an 
w2i J Ly 85 
— sore Ne Elk Four Dy else Oxtord Oxford; 


Brown Calf Trim. one Whole Rub- 
pa! 2 In stock AAA, AA, A, B, 
and C. 





— $3. le No. Vi192—$3.85 
White io Fite Edict Onteat: Black Light so, Elk Oxford; les Cabin 
Calf Fy is Heel. In stock Trim. 9%/8 Whole Rubber Heel. In 
AA, A, c stock AA, A, B, and C. 
Style No. NI357—63.35 le Ne. VIG 
White nite Kip Five Byae Eyelet bg ye White S's Sport Oaford Black One 
4 } gr stock AA, A, B, and C 











AULT-SHACKFORD 
SHOE COMPANY 


AUBURN, ME. ST. LOUIS, MO., 416 North 12th St. 
(Factory and In-stock Dept.) (In-stock Dept.) 
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The 
RED CROSS SHOE 
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Red Cross Shoes are 

extensively stocked at 

Cincinnati headquarters 

in a range of 36 styles 

carried in many widths 
and sizes 

Two present fast sellers 


are shown herewith 


made of RUBY KID. 


30 
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Many years of Standardizing on 
RUBY KID 


attests ats Consistent Service in 


RED CROSS SHOES 


RED CROSS is without doubt one of the longest established and 
broadly distributed lines of foot culture shoes known to the shoe 













trade and women of America. 


Like all nationally advertised products which have intrenched 





themselves with the consumer and dealer, the promise of faith- 
fully maintained quality and other exceptional features must 
naturally be consistently fulfilled. 


In such a line of shoes as RED CROSS, constant maintenance of 
upper leather standard characteristics is most highly important. 
Surely, then, the fact that for many years past 
RUBY KID has steadily served as the stand- 
ard black kid in RED CROSS shoes is highly 


significant. 





Particularly so, since black kid styles form 
easily the largest proportion of the best sell- 
ing RED CROSS numbers. Standardize on 


‘Ruby Kid is a Definite Sales Influence” Cvan LL 8B VA he O in. 





EVANS LEATHER 
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The Part Cork 





Left, top to bottom: 





Plays in Shoes 


How an Unseen Material Adds 
Style and Comfort to Modern 
Footwear, Serving a Multitude of 
Important Uses Unknown to the 
Wearer—An Interesting Product 
Having Peculiar Properties That 
Give It a Prominent Place in the 
Shoe Industry. 


1. Cork composition counters showing cork composition and 


fabric facing; 2. Cork composition counters showing the manner in which they are 
skived; 3. Cork composition box toes showing both faces; 4. Cork composition 


box toes showing how they are skived. 


Right, top to bottom: 1. Sheet of cork innersoling with two fabric facings (the 


two pieces on the right which were cut out of the holes on the left have been turned 
upside down to show the facing on the bottom side; 2. Sheet of cork innersoling 
with a single fabric facing. The two pieces on the right were cut from the holes 
on the left and have been turned upside down to show the type of facing used. The 
upper surface of the sheet which is not covered shows the structure of this side of 


the cork composition. 


When you settle down on leather 


upholstery you are at once aware of the comfort of 
the padding and spring beneath. But when you put 
on a pair of shoes you are very likely to think of them 
in terms of leather alone. This is only natural because 
leather is practically all that is visible in a pair of 
shoes. However, in most shoes, including in many 
cases the all-leather type, there is an invisible material 
which means added satisfaction to the owner. This 
material is cork. 

The general public, while more or less familiar with 
the physical properties of such materials as leather 
and rubber, is not so well acquainted with cork. ‘To 
most people cork is nothing more than the material 
from which bottle stoppers are manufactured. But 
the story of cork is far-reaching. 

“What is cork?” you ask. 

Cork is the outer bark of the cork oak tree which 
flourishes in Spain, Portugal, Algeria, France, Cor- 
sica, Sardinia and other countries bordering on the 
Mediterranean Sea. 

The properties of cork which suit it to manifold 
uses are: light weight, cellular structure, resilience 
and compressibility, high resistance to deterioration, 


resistance to moisture and common liquids, high re- 
sistance to passage of heat, ability to absorb sound 
and vibration and high co-efficient of friction. 

The uses of cork are too numerous to describe here. 
Suffice it to say that it serves us daily, for cork is em- 
ployed for spinning yarn in textile mills, as oil seals 
and gaskets for automobiles and as insulation for the 
cold storage industry. 

Because it is light in weight, resilient, moisture re- 
sistant and not subject to deterioration, cork has 
gained a place of prominence in the shoe industry. 
Let us see the why and wherefore of cork in shoes. 


- box toes were developed to 


fill an urgent need for a toe support which would be 
soft, resilient, water and perspiration proof and yet 
retain the style and character of the last over which 
the shoe is made. They were first used in plain toe 
shoes so popular during and following the World 
War. They were also used in patent leather dancing 
oxfords. The cork box toe soon proved to be such a 
success that shoe manufacturers were not long in 

[TURN TO PAGE 64, PLEASE] 
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IN STOCK 
; No. W3042 





snake Lace Stay. Arch 
















More and more, 
women lean to 


Pon lilacs 


|Pontiped 


This practical and becoming arch 
type welt is now more rapidly than 
ever gaining favor as the shoe for 
most-the-time wear. 








Not a mere fad but a sound policy for 
safeguarding grace and health is man- 
ifested by the swing to arch welts— 
hence it is well to merchandise them 
continually, with increasing aggres- 
siveness. 


IN STOCK 


No. 1601 
Black Kid 3-Eyelet 
Tie. . Arch Support. 
Combination Last. 
14/8 Slim Kidney 
Leather Heel. Mee: 3 





PONTIAC 
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Black Kid 4-Eyelet Tie, 
Black Calf Tongue, Water- 


Sup- 
port. Combination last. 16/8 
Wood Spike Heel. Last 139. 
AAA 6-9; AA 5%-9; A 5-9; 
B 4%-9; C 4-9; D 4-9. .$4.10 
No. W3425 


Same as above in Almora 





IN STOCK 






No. W3040 
Black Kid One Strap. Black 
Rajah Strap, Watersnake 
Underlay on Quarter Arch 
Support. Combination Last. 
16/8 Wood Spike Heel. Last 
139. AAA, 6-9; AA, 5%-9; 
A, 5-9; B, 4%-9; C, 1-9; 
Dy, 4G. o iccsccccccccces $4.10 


IN STOCK 






Your success with arch welts will hinge 
not on what is taken out of them but on 
what is put zvto them. Merchants pushing 
Pontiac’s PONTI-PEDS are decisively 
outselling those who use lower prices as 
“bait.” 


The house behind PONTI-PEDS is one 
with a forty-year reputation to sustain—a 
pioneer maker of bettergrade arch welts 
that FIT. Long specialization in this 
type of footwear by Pontiac stylists and 
artisans insures those final touches of 
comeliness and comfort that make cus- 
tomers permanently yours. 


A variety of rapid sellers IN STOCK. 
Send for catalog. 


When 


more practical 
or prettier 
arch welts 
come on the 
market, they’ll 
come from 


Pontiac 








PONTIAC SHOE MEG. CO., 


ILLINOIS 


33 









































HON. WILLIAM N. DOAK 
Secretary of Labor 


“| deeply appreciate the privilege 
of speaking to the National Conference of Business 
Paper Editors of the United States. The business 
publications represented at this conference wield a 
tremendous influence in the life of our Nation, and 
upon the editors of these trade and technical jour- 
nals rests the responsibility of analyzing and setting 
forth the policies and ideals of their respective ac- 
tivities and the relationship which they bear to our 
business, social and economic life. Business paper 
editors are experts in their chosen lines, and their 
influence and helpfulness extend far beyond their 
immediate constituencies. 

“Particularly at this time when the whole world is 
affected by an economic depression which has vitally 
touched our own Nation, it is well for all of us to 
put forth every possible effort to aid in restoring our 
country to its proper place in the business life of the 
world, and I am gratified to acknowledge the im- 
portant contribution these business editors are mak- 





BUYING POWER 
BUILDS BUSINESS 


“It has been said that wages account for from 35 to 
40 per cent of the national income, and salaries for 
an additional 15 to 20 per cent of our national income. 
To reduce this national income is as economically 
serious for the employer as for the employee. To 
each it means reduced business because of reduced 
income, for reduced purchasing power means in- 
ability to buy, and a lessened necessity for production. 
If our wage-earners and their dependents are not 
able to buy the products of our industrial enterprises, 
then it becomes a problem of under-consumption in 
our home markets. When all of our workers are 
employed at liberal wages, we will have little trouble 
with under-consumption, and new wants and desires, 
with ability to supply them through purchase, mean 
stimulation of business, employment for our workers, 
and greater contentment for all our people,” 


Address before National Conference 
of Business Paper Editors, Wash- 
ington, D. C., April 19th, and 
broadcast over a coast to coast net- 
work of Columbia Stations 














ing toward a restoration of business in this country. 

“I have been deeply impressed by a statement made 
by President Hoover in the closing portion of his 
message to the last Congress because I believe it is 
absolutely true. He said: 

“Tn the larger view, the major forces of the de- 
pression now lie outside of the United States, and 
our recuperation has been retarded by the unwar- 
ranted degree of fear and apprehension created by 
these outside forces.’ 


“And then he said: 

““Economic depression cannot be cured by legis- 
lative action or executive pronouncement. Economic 
wounds must be healed by the action of the cells of 
the economic body—the producers and consumers 
themselves. Recovery can be expedited and its ef- 
fects mitigated by cooperative action, but this coop- 
eration requires that every individual should sustain 
faith and courage and maintain his self-reliance.’ 


“We are at this moment, in furtherance of the 
President’s ideals, engaged in a great building and 
[TURN TO PAGE 66, PLEASE] 
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UR EMPLOYEES 











Want to Thank our DEALERS 


QO” employees have asked me to 
thank our dealers for providing 
them with steady work during the pres- 
ent year. They are grateful for the fact 
that our plant has kept busy 514 days 


every week, at almost full capacity. 


Naturally, they take pride in the 
effort that we are making to put crafts- 
manship into a shoe that sells 
for $5 and $6. And they want 
me to assure our dealers that 
they will continue to exert 
their best efforts to make True 











COMBINATION LAST 
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TO RETAIL AT $5 AND $6 


Two white linen models which we are 
introducing this month. 


15/8 covered Cuban heels. Princess is 
trimmed with white kid and is carried 
in AAA to C widths. 
4A to C widths. 


ARCH SHOE 





Step Shoes express an individuality and 
character that is not usually found in 
shoes that sell at our price. 


Personally, I wish also to express my 
appreciation to our dealers and to assure 
them that we will continue to give them 
close personal service and to supply 
them with shoes that will not only sell 
but will build for them a good 
repeat business. 


HK-S. ye 


ROBINSON-BYNON SHOE CO. 
Auburn, New York 





CLASSIC 





Both have 


Mie 


The tie comes in 











President 











Moscow, Idaho, is known as the Gem State’s 
City of Homes, Churches and Education. It 
lies in one of the most fertile, non-irrigated spots 
in the world. It is the seat of the University 
of Idaho. The beautiful Administration Bui‘d- 
ing is illustrated. 


onstantly in 
Possession of new 


Facts 


UCCESSFUL shoe retailing under 
\J present day, highly competitive 


conditions is largely a matter of keep- 
ing abreast of the times. What is the 
best and most effective merchandising 
practice in the most successful stores? 
How do they control their stocks ; how 
do they prevent excessive markdowns ; 
which are the most effective windows 
and displays; what sort of advertising 
is most productive? What are the facts 
as opposed to opinions and guesses ? 


W. W. Bolles, proprietor of the 
Buster Brown Shoe Store at Moscow, 
W. W. Bolles Idaho, though operating an independent shoe store, finds 

of Moscow, Idaho . wt, ° 
The power of his per. it Comparatively easy to keep informed on new develop- 
sonality plus the ad- ‘ments and new methods of shoe retailing. He is one of 
vantages of the Brown the rapidly growing group of Brown Plan retailers. A 
Plan, make a combi- letter from Mr. Bolles, reproduced on the opposite page, 


nation that holds its a - 
cimomaia den ane ne clearly outlines some of the advantages of the plan. 


eons. The Brown Plan is open to retailers with the necessary 
qualifications of good personal character and ability, a 
satisfactory location, and ample capital to adequately 
finance the business. 

Retailers find in the Brown Plan a set-up that brings 
advantages which can never be enjoyed by those who fight 
the battle alone. Ask the Brown Shoe salesman or write 
us direct for full particulars. 


WWSWs Duos GownQesny 


SAINT LOUIS 
Manufacturers of shoes for everybody for every occasion, including 
Brownbilt Tread Straight Shoes for men, Brownbilt Tread Straight Shoes 
for women and Buster Brown Tread Straight Shoes for boys and girls. 
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Buster Brown SHOE STORE 


MOSCOW, IDAHO 


Brown tt Shoes Ei Buster BROWN SHOES 


for Men- forWomen for Boys~for Girls 


Mr. Bolles, judging by his 
letter, could hardly be called 
an enthusiast on the Brown 
Plan when he bought the 
store in Moscow. But he Mar. 23, 1931. 
quickly changed his mind Brown Shoe Company, 

when he became acquainted St. Louis » Mo. 

with the set-up. 


W. W. Bolles, Prop. 


Gentlemen: 


In the ten years of retailing shoes before buying the Buster 
Brown Shoe Store in Moscow, Idaho, I had, I think, sold at 
one time or another almost every line of shoes in America —- 
though few Brownbilt, and really knew little about then. 
Frankly, I came here with no other intention than to throw 
out all Brownbilt Shoes (how funny that sounds now) and 
replace them with my own pet lines. 


The fact that we have never changed a shoe and are now, after 
five years, 100% Brownbilt, is no less a compliment to your 
line than to your method of handling your Concentration 
accounts. It would take high power salesmanship, indeed, to 
change us now. 


For in these strenuous times we realize more and more that 
facts are essential to any business venture. The small 
merchant cannot afford the research necessary to be 
constantly in possession of new facts concerning the best 
method of stock control, advertising, management, salesman- 
ship, window trimming and the many other problems that are 
constantly coming up. He mst have help from an outside 
source to get the FACTS. 


We get that help; we get it free; and we get it in a concise 


The floor is attractive, the and understandable form. 


shelving the right height. 
The whole atmosphere is one 
of quiet good taste, with com- 
fort for the customer and con- 
venience for the clerks. 


DEE 
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The splendid, healthy condition of our business is but a 
reflection of the efforts of your Concentration department 


in our behalf, 
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A section of the display win- 
dow. Correct design of the 
front, good lighting, and effec- 
tive placing of the shoes, 
make these windows do an 
intensive selling job. 








PRANK WERNER...8674 MARKET STREET 


ay 


Earl Burtmett, «p from Los 
Angeles with bis Dance Orchestra, 
at the Mark Hopkins Hotel, says: 


"Werner SOLITE Oxfords 
are like San Francisco Climate . .. Peppy” 





The secret is, they are “so-light” 
(light-as-2-feather) that enervation just 
é taal “isn’t” with a pair of these on yous feet in 
sou'? any summer climate. A dozen different 
styles, each with the soft, easy flexibility of 


Wifes ee tee 


Frank, Werner ©. 











Frank Werner Co., San Francisco, is sold on 

summerweights. And sells. them in real 

volume to men of the Golden Gate city 
through clever ads like this. 





It's the Novel Appeal 
in Shoe Ads Nowadays 


Unusual Angles of Approach, Smart Copy 

with Selling Punch, Attractive Layout and 

Illustration Are Vital Factors in Stirring the 
Interest of Bargain Weary Public 


Men and women are weary of sales, style plus value. Concrete copy like this gets attention. 


bargains and price appeal. People have turned a deaf 
ear to the argument of lower prices. 


Nine-tenths of 


this brand of selling copy is discounted by a public sales approach: 


inclined to be skeptical and con- 
scious of the fact that it dominates 
the situation so far as price is con- 
cerned. The customer of today 
takes value for granted, expects 
it as a matter of course and de- 
mands to be sold on the basis of 
some better argument than price. 

Clever retail merchants, realiz- 
ing this fact, are employing their 
ingenuity to the utmost to build 
sales arguments and produce ad- 
vertising copy with some other ap- 
peal to the customer than price or 
value. Two excellent examples of 
clever advertisements of this 
character are reproduced in the ad- 
vertisements illustrated on this 
page. The Frank Werner sum- 
merweight ad ties up with a pop- 
ular local event and reflects at the 
same time style and seasonable- 
ness. Similarly the Cutler ad 
plays up a “special event” well 
calculated to stir the interest of a 
lazy public, while at the same 
time selling the combination of 











MEET THEM AT CUTLER'S TOMORROW 














TO INTRODUCE 


m= CUTLER'S 
r) ‘ ” 









FOOTWEAR 
~ , for SPRING 





“CUTLER’S 


FASHION FOOTWEAR FOR FiVE- rirty 





‘orld’: Largest Shor Store 
111 SOUTH STATE STREET 
103 W. Madison Street 


6408 S. Halsted Server 
netneate (anne Saot Dabeasber Avmwe 











Here’s a “special event” advertisement 
planned to draw a crowd to Cutler’s State 
Street store, Chicago. And it did. 


In the following paragraphs we quote from cur- 
rent ads, many of which similarly stress a novel 


Lusin’s, Detroit. “Two high 
lights in the Spring Shoe Mode. 
They set the new fashion and a 
new standard of quality 
and these are but two of the many 
new models we present for your 
approval. To get the fashionable 
contrast, Java Lizard joins forces 
with patent leather and is piped 
with white. 

“Also available in all over black 
kid with gray silk piping. An- 
other Lubin creation is beige 
Watersnake with cocoa kid trim 
: also in gray Watersnake 
with black calf trim. $14.50.” 

O’Connor & GOLDBERG, Chi- 
cago, show three shoes in a 10- 
inch, three-column ad with this 
copy. “Correct. Aristo- 
mame o>. Bee ; 
Grey Imported Ring Lizard. 
These O-G Shoes expressly priced 
at $14. O-G Shoes are consistent- 
ly lower . . . while O-G 
Quality is steadfastly maintained.” 

[TURN TO PAGE 68, PLEASE] 
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FOR THE 


FALL HAQWEST 


BLACKS 
AND 


BROWNS 



















































VICI 216: 
A Brown reflectin g the spectrum of Fall fashions. 


VICI 2183 A rich deep Brown, thoughtfully BL AC K S ° 


chosen to complement the new Fall trend. 


VICI2253 4 Brown bespeaking Fall, a 


luxury for women and a necessity for men. 


VICI 5Q853 A triumph in Fall Blues. 
VICI 4128 An unmistakable Fall feeling 


ts in this subtle Green. 


feature in the world of fashion. 






VICI 4023 Black velvet, still the salient 


VICI 401 :Black Mat, continuing the rage 
for the dull black shoe into another season. 


VICI 3253 A Beige of individual character, VICI 4QOQ8 Black glazed, famous with two 


yet harmonizing with other colours. generations the world over. 


ROBERT H. 


FOERDERER, INC. 
FRANKFORD, PHILADELPHIA 








SEND FOR SWATCHES 
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The Gro-Cord King B 
Is Exceedingly 
Popalar Right Now 


= gap is an exceptional demand right 
now for shoes with the Gro-Cord King 
B Sole and Heel. Golfers and other sports- 
men, as well as active people like walkers, 
buy and recommend this style continually. 
They like its scientifically shaped and 
placed cleats, which assure a Non-slip 
grip in every direction, and clear them- 
selves of earth as they flex in walking. 


Ad 
SOW NMILLELOLLETEAOELOL GTS parr LUhELTEPETA FIAT Orie 


Like all Gro-Cords, the King B is as service- 
able as a good cord tire—it is made of 
the same materials—only the cords are ON 
END, which gives them even greater 
durability and prevents slipping. Display 
sport, dress and work shoes with Gro- 
Cords. The new trade attracted will surprise 
you. Order from your manufacturer—today. 


LIMA CORD SOLE & HEEL CO. 
Dept. 5-A + Lima, Ohio 
officially adopted 


, GRO-CORDS. 


Safety engineers in every 
industry encourage 
workers to wear them. 


And Gro-Cords are now 
advertised in the Saturday 
Evening Post. 


Men 
ge ite eae eLOCPMIMAA A a ppppdtricrdelleattraraaccoreaerrraditiititiitnniiisice 
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The Boy Scouts of 
America have 
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SOLES AND HEELS 
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Where de 
your customers 
BUY SHOE 
CLEANER 






H OW many cus- 


tomers are you 
losing every day? 
How many of 
your customers 


are buying shoe 
cleaner elsewhere when they might be buying it from 


you? 

Have your sales people suggest a Pee-Chee Shoe 
Preparation with every shoe sale. Your customers 
will ask for Pee-Chee when they come in again. 


Pee-Chee White—the shoe cleaner that actually 
removes the dirt—has a well established consumer 


demand. 


Pee-Chee Neutral Creme is increasingly popular for 
cleaning and polishing black and colored kid shoes. 


Pee-Chee Kid Glaze is a special preparation for 
polishing as well as cleaning white kid and calf. 


Tell all your customers about Pee-Chee 
—and increase your profits. 
Order from your jobber. 


THE PEE-CHEE CLEANER MFG. CO. 
Cleveland, Ohio 


Dee-Chee 


WHITE SHOE CLEANER 
Kid Glaze......Neutral Creme 
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THE CREASED BREAST 


on Cuban Heels* 


No Additional Cost 
Over Breasted Heels 


| 
OVER A MILLION PAIRS 


Made by MEARS 
AND USED BY SHOE MANUFACTURERS 


Additional 
Wear 

















LAST YEAR 
NO MORE 
LOOSE BREASTING The operation of 
covering is simplified. 
NO MORE The Old Curved- The Mears Once in place the cover 
SOILED BREASTING oo Heel— stays there permanently. 
; PO a Monoplaned 

















MONOPLANE \Siv WOOD HEELS 


FRED W. MEARS HEEL COMPANY, INc. 


AUBURN, ME. COLUMBUS, O. ST. LOUIS, MO. AUBURN, N. Y. 











Associated Companies 
Merrimack Wood Heel Co. Salem Depot, N. H. 
Conway Wood Heel Co. Conway, N. H. 
x Heel Patent 1,718,177, Dated June 18,1929 ..... Heel Patent 1,761,359, Dated June 3, 1930 
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TRADE-MARK 

















The Exclusive Property of the 


GOLO SLIPPER COMPANY 


Any infringement of the use of this name ‘Deauville 
Sandals’’ or of the word ‘“‘Deauville’’ in connection 
with footwear will be prosecuted. 


“Deauville Sandals” means the finest in summer footwear 


129 Duane St. GOLO SLIPPER COMPAN Yrew York city | 


Sy _ Lh 
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I] 
HOTEL 
VICTORIA 


7th AVENUE AND 5lst STREET, NEW YORK 
S. J. Mircnett, Manager 


LARGE SAMPLE 
ROOMS FOR SHOE-MEN 


This hotel is well liked by the important 
men in the shoe and leather industry. 
Located on Seventh Avenue, corner 51st 
Street, virtually the heart of New York. 


1000 LARGE ROOMS 


Each with Private Bath, 
Ice Water, Servidor 
AND RADIO—PLUS FREE GARAGE 


Rates from $3 Daily 




















at 49* and Lexington NEW YORK 


It provides visit 

ors to the city with 

a a po ee 
len 

Youll likeit. 

ee 
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THE BUYING TIDE 


Turns from “Slack” to ‘Flood’ 


IN JULY 


Coincident with the Date of the 


Twelfth Annual 
Boston Shoe and Leather Fair 


{ 
d 
{ 
i 
{ 
{ 
{ 
! 
in HOTEL STATLER 
/ 

July 7, 8, 9 | 
( 

( 

f 

i 

f 

{ 

f 

i 

( 

4 


Hyveex Retail and Wholesale Shoe Merchant is Cordially In- 
vited to be in the World’s Chief Shoe and Leather Market at that 
time, to Inspect the Best Products of the 500 New England Plants 
that make One-Third of the Country’s Footwear. 


This is a Strictly Business-Building Enterprise under official 
Association auspices, and Carried on in a Business Way, with an 
Attractive Hospitality Program that Supplements but does not 
Overshadow the Trade aspect of the Fair. 


ComMBINE Your BuyinG VIsIT wWIrH YOUR SUMMER OUTING IN THE 
Nation’s GREAT VACATION PLAYGROUND—NEW ENGLAND! 


For Hotel Reservations and Information, write to 


THOMAS F. ANDERSON, Secretary 


166 Essex Street, Boston, Mass. 


( 
( 
i 
( 
i 
{ 
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Now— 
Complete Distribution 


In every shoe manufacturing center 
we are equipped to handle with de- 
spatch regular, or emergency, needs of 
the shoe manufacturer. With a manu- 
facturing background of nearly one 
hundred years assured and guaranteed 
quality have been made possible; now 
with the United Shoe Machinery Cor- 
poration as selling agent immediate 
contacts can be made rounding out 
more fully our large organization. 


We maintain our high quality standard 
and uniformity due in a great measure 
to control of all details from the raw 
to finished product. For every grade— 
for every type—of shoe we supply you 
the lace. 


oe 





























Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 





THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 
it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


44 


















on '1NO ee 






DveRviL Uwe MILLS 








SECTION OF 


i CARDING ROOM 
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The oxford illustrated above 
is made over our new WIN- 
GATE LAST, which is in 
keeping with the present 
vogue in smart shoes. 


C-H: 
ALDEN 
COMPANY 


Sd 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
“MASS: 
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; The comfort, durability, and smart appearance 
of footwear, whether for sport or dress, depend 
largely upon the quality of the hidden parts of the 
shoe... The fusing qualities of Celastic insure a 
smooth, comfortable toe, free from wrinkles. The 
smart lines of the last are faithfully reproduced 
and maintained in the toe of the finished shoe. 
Celastic Box Toes are now universally used by 


manufacturers in all price fields. 


UNITED SHOE MACHINERY CORPORATION 


Ra ‘ ry 
’ 





e 





THE QUALITY BOX TOE 
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USEFUL 
IS THE LOWLY 


GQ . T waterfront, at Cadiz, Spain. 


| pn centuries many peoples of the earth have 
owed much of their livelihood to the goat. 
















Photo by Publishers Photo Service 





Desert, barren stretches in many countries, 
otherwise useless, provide grazing for goats and 
a livelihood for the inhabitants. The lowly goat 
provides meat and milk for countless thousands 
who depend upon him. 


Having served his first purpose, the goat’s 
skin is the economic life of two great industries 
—kidskin tanning and shoe making. 


Fifty million goatskins from the pick of the 
world’s markets come into this country every 
year. They are tanned into beautiful, durable, 
colorful leather that is preferred above all 
others in the making of fine footwear. 


ia 


LEATHER COMPANY,NORTH PHILADELPHIA 


Tanners of Black and Colored Kid Black Kangaroo Colored Kid Linings 






ALL ARE SURPASS 
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EDUCATOR 
SH OES for Men 


ONLY THE ORIGINAL EDUCATOR WILL 
SATISFY YOUR CUSTOMERS 


Remember there are loyal EDUCATOR CUSTOM- 
ERS in every community. This trade belongs to 


YOU. 
There are EDUCATOR SHOES for the Entire Family 


as the Catalogue will show. 


Write for Catalogue NOW. 


EDUCATOR SHOE CORP. of AMERICA 
225 W. 34th St., New York, N. Y. 





| Ye | In Stock 
| @Se The ORIGINAL 






Width A to EE 
Sizes 5 to 15 


Made in our Brockton Factory 











“es 
te 








Sd 
TRADE d MARK 





WHITE 
LEADS 


| AGAIN 


In Stock—Immediate Delivery 
—Branded and Unbranded— 
White and White Patent San- 
dals of Finest Quality—Attrac- 
tive Patterns—With and With- 
out Front Strap—To Retail at 
Attractive Prices — Widths 
AA-C; Sizes 3-8. 


GOLO SLIPPER CO. 


129 Duane Street, N. Y. C. 
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FOR WANT OF A 
SHOE THE RACE 


WAS LOST 


or so the story runs. But there can be no want 
of the right shoes under the Natural Bridge 
Agency Plan—serviced by strategically located 
stock depots. 

You have known of Natural Bridge Shoes for 
years. Have you ever taken a moment to in- 
quire into the profit-possibilities of these popu- 
lar-priced shoes for the whole family? 
Probably you will be as surprised as hundreds 
of other retailers when you learn about this 
completely detailed plan, including all possible 
aids to help you sell Natural Bridge Shoes at a 
profit—in addition to a quality of footwear you 
would be proud to sell at three to six dollars 
under any conditions. 

Our salesmen, now on the road, will be glad to 
give you the details without obligation. 


NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Company 


LYNCHBURG VIRGINIA 
New England Distributors—MclIntosh Co., Springfield, Mass. 
Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 
San Francisco, Cal. Portland, Ore. 


New York Office—Marbridge Building 
Chicago Office—Republic Building 








FIVE OF 
ONE HUNDRED 
AND FIFTY 


IN STOCK 


STYLES 
FOR 
MEN 

WOMEN 

CHILDREN 


NO. 2253 


Cream Heather Grain 
with Brown Calf Trim. 
B-C-D 5 to ll 
No. 2252 — Same in 
White and Black. 


NO. 2247 

Cream Heather’ Sport 
Grain with Brown Calf 
trim. 
Genuine moccasin 
stitched vamp. 
B-C-D 5 to ll 
No. 2245 — Same in 
Brown Elk with Gro- 
Cord sole. 


NO. 4561 


White Elk with Black 
Willow Calf trim. 
AAA to D 2% to 9 


NO. 4563 


White Elk with Dull 
Black Calf trim. 
AAA to D 2% to 9 


NO. 4532 


Brown Willow Calf with 
White Elk Quarter — 
Tongue and Vamp Inlay. 
AA to C 2% to 9 


HAVE YOU 
INVESTIGATED 
THE 
NATURAL BRIDGE 
AGENCY PLAN? 










Typical of 
NATURAL BRIDGE 
SPORT SHOES 

FOR WOMEN 


S 


> 


NO. 4561 


NO. 4563 


NO. 4532 
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+**°*The adding machine doesn't GUESS = « 





eee Machine grading takes the GUESS «eee 
out of Shoemaking 


The Coordinated Last and Pattern system is the only method of grad- 
ing lasts and patterns with machine precision. All other grading is 
hand grading and, therefore, subject to inaccuracies. It is practically 
impossible to make “hand-broken” lasts progress up and down the 
size scale without some distortion of proportions. Coordinated Lasts 
and Patterns assure perfect fit through exact union of last and pat- 
tern. Every size retains the same heel height and toe spring as the 
Model 4-B size. The vamp seam comes exactly in its proper place 
and every line of the pattern is placed with scientific accuracy. The 
Coordinated Last and Pattern system effects a saving in upper 
stock, for there is no surplus leather to be pulled out and cut away. 





Cripples are reduced to the minimum. 


COORDINATED LASTS and PATTERNS 


UNITED LAST COMPANY + BOSTON *« MASS. 
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...a Shoe fabric of 
remarkable beauty 


and durability... 








Ask your shoe manu- 
facturer to show you 





footwear made of this 


exquisite material. 
e 


BLACK AND WHITE. THE WHITE IS PERFECTLY DYEABLE. 
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A Safe, Sure Remedy for 
ITCHING  “snuistes coor’ 


“GOLFER’S ITCH” 


Feet and TOCS gram on een 


Dr. Scholl's SOLVEX 


is the most effective remedy for Itching Feet, “Ath- 
lete’s Foot” etc., ever produced. It penetrates deeply 
into the tissues, stops the itching at once, and its 
germicidal and antiseptic properties kill the germ 
immediately and effect complete relief. 
























Turn Complaints Into Profit 


You are constantly meeting customers complaining about their 
feet. Turn such complaints into profit by suggesting Solvex. 
Every sale means a profit, a friend, a constant booster for your 
store—one who will make many sales for you—such as Mr. 
Greenwald of Chicago and other foot sufferers are doing for 
the dealer who gave them relief from this annoying and diffi- 
cult to cure foot trouble. Warm weather aggravates the trouble 
—it is more prevalent during beach bathing, golfing, and the 
outdoor season. 


















Following are some of the magazines carrying Dr. Scholl's 
Solvex advertising during 1931: Collier’s, The Saturday Evening 
Post, American Magazine, Golfer’s Magazine. 











NOW — ON THE AIR! Dr. Scholl's ‘Foot Comfort Ramblers” on 
coast to coast N.B.C. network every Tuesday and Thursday. PT) 
Here is a Truly National Hook-up to help you sell more SOLVEX Suffered 6 Years, First Application 


and other Dr. Scholl's Aids for the Feet—to mae more sales of SOLVEX Gave Relief‘ 
and more profits for you. 







I had suffered with itching, sore toes for six years. I 
tried all kinds of remedies and was treated by two doc- 
tors, but without results. The first application of 
SOLVEX stopped the itching and in four days the 
Retail blisters and soreness had disappeared. I recommended 
$1.00 SOLVEX to my friends suffering from this skin dis- 
ajar ease and they, too, got complete relief. 


(Signed) HENRY GREENWALD 
Chicago, Illinois 




















Wholesale 
$8.00 



















Ww WwW 



















THE SCHOLL Mec. Co., Inc. 


1 Largest Makers of Foot Comfort Appliances and Remedies in the World 
62 West 14th St., New York 213 WEST SCHILLER STREET, CHICAGO 112 Adelaide St., E., Toronto 
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NATIONAL NEWS 





SATURDAY, MAY 9, 1931 





EVERY WEEK 





Optimistic Tone 
in Retail Trade 
on Pacific Coast 





SAN FRANCISCO, CAL.—For the first 
time in many months an optimistic tone 
is reflected in the monthly review of 
retail trade conditions in the 12th Fed- 
eral Reserve district, including the west 
coast in general, the report for March 
having been released April 25. The re- 
port also points out that March de- 
partment store sales were considerably 
greater than in February, due in part 
to the fact that the Easter trading pe- 
riod was earlier than in most years— 
this improvement in excess of seasonal 
proportions being evident in all parts of 
the district except Salt Lake City. 

As the California State Legislature 
is to adjourn in May, many bills of in- 
terest to the shoe retailers of the State 
are due for final action during the clos- 
ing hours. Assembly Bill 178 aims to 
assess a State license of $50 each 
against all branches or units of a chain 
of retail stores in excess of four. Of 
like tenor is Assembly Bill 885, which 
would levy a special business tax, based 
on the gross volume of business done, 
on all retail chains. Assembly Bill 1662, 
called the “commercial discrimination” 
bill, will, if passed, prohibit the retail 
outlets of a chain in different cities, or 
in different parts of the same city, 
from offering goods at different prices 
for the purpose of harming or destroy- 
ing a competitor; this would in effect 
mean that a “special” in one store of a 
chain would have to be offered at the 
same time in all the stores of the same 
chain. 

Assembly Bill 1228, which is a dupli- 
cate of the Capper-Kelly Bill in its orig- 
inal form, has already been passed. 





Central Shoe Elects New 
Vice-Presidents 


St. Lours—Announcement has been 
made by the Central Shoe Company of 
St. Louis, Mo., that Walter Mencke, ad- 
vertising manager, John Reed and Wil- 
liam Ogden, sales managers of the com- 
pany, were recently made vice-presi- 
dents of that concern. 

All three of the newly elected officers 
have been associated with the company 
for some time. 
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Summer Shoes on Fifth Avenue 





Variety of Materials and Colors in the Fashion Picture as 
Exclusive Shops Feature Footwear for May 


New YorK—Fifth Avenue has blos- 
somed forth into summer footwear. 
Blue, black, brown, patent, reptiles and 
sea sand seem to hold the fashion pic- 
ture. There are many strip pumps be- 
ing sold with the extra bow in white. 
Reptiles or black and white combina- 
tions add the touch of white to the shoe 
which is complemented by a white belt 
on the coat, white flowers on the lapel 
or the new white antelope scarf tied 
carelessly in ascot fashion around the 
neck. 

Many of the smart shops are show- 
ing pumps of patent leather with q belt 
and bag to match. There are combina- 
tions of patent leather with white 
opalescent underlay. patent with red or 
patent with gray, also shoes with brown 





Size-Up Orders Reflect 
Low Stocks 


Milwaukee, Wis.—Mail orders re- 
ceived by the Nunn, Bush and Weldon 
Shoe Co. during the past three weeks 
have been heavy, according to company 
officials. Last week Monday was the 
largest day for mail orders received since 
a year ago, at which time orders were 
the heaviest in the firm’s history. While 
a great many of these orders were small, 
a large portion were of the size-up va- 
riety which signify that dealers’ stocks 
are low. With retail business improving, 
dealers are finding it necessary to re- 
plenish their stocks or lose sales, it is 
said. 

“There is still plenty of room for im- 
provement in sales but with every indi- 
cation pointing to the fact that retailers 
need shoes, sales should begin to show 
substantial improvement,” the company 
reported. 

The present schedule of Nunn-Bush 
is five full working days each week. 
Some months ago production was limited 
to three days a week. Four days were 
put in before the latest schedule went 
into effect. That the trend has been 
gradually and consistently upward is con- 
= a hopeful sign by company of- 
icials. 
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patent trims. The all blue shoe in kid 
or kid with reptile trims is being worn 
by many of the smart women on 
Madison and Fifth Avenue this past 
week, 

The use of white in accessories has 
been a great help to merchandise. 
Ensemble frocks, dull looking coats and 
a walking suit in brown, blue and 
grayish mixtures have been livened 
and made youthful by accessories of 
white on the pocketbook, shoes, belt 
and hat. The vivid or white scarf may 
be carelessly tied about the neck. Red, 
white and blue combinations, yellow, 
brown, odd shades of pink and some 
queer greens are being assembled with 
two accents. Some greens and red and 
yellow are worked into the accessories. 

The beige and brown very often carry 
white or yellow as an accent. White 
bottons are being used on sombre suits 
and dresses and the accent color of the 
botton is sometimes carried to the shoe. 

Black and white is still being worn. 
White taffeta bows, tied tightly around 
the neck with streamers carelessly blow- 
ing liven up the dark suit for town. 

Delman is showing a new demi-oxford 
of black kid with white eyelets on the 
counter line laced through with white 
kid thong. This shoe is very new in 
spirit and promises to be a very good 
seller. 

Geller is showing combinations of 
brown calf and a harmonizing ecre or 
a novelty leather in inserts in tailored 
17/8 heel models. 

Saks-Fifth Avenue has a new but- 
terfly bow worked into the vamp line 
of an unusual pump. They are also 
showing a kid pump with collar of 
natural linen to be dyed. 

Best & Company have some new 
white buck oxfords with a crepe sole 
and beige welting. They are also show- 
ing Swagger tan calf in sub deb types 
for the girl 15 and up. 

One also notices the advance vogue of 
an all-over pin seal oxford which is 
anticipated for fall wear and the 
straight breasted Cuban heel which is 
also an advance note for fall. : 

The dark brown shoes with white 
bows are selling in all grades and in 
all lines. 
















New Modes of . 
Thought Needed 
Now in Industry 


Tanners Council Heads Stress 
Responsibilities of Present 
Business Era 


New York—“Just in so far as all 
industries keep in the middle of the 
road and are guided by sound economic 
and social law will we avoid the dis- 
a age | pause of depression,” declared 
W. H. Barrett, chairman of the board 
of the Tanners Council of America, 
at the meeting of the council held in 
this city on Wednesday of last week. 
Mr. Barrett continued: 

“To be specific—it is our respon- 
sibility to meet the leather demands 
of society in the best fashion possible 
—it is our responsibility to make work- 
ing conditions within our trade 
humane, wholesome and fair—it is our 
responsibility, through ingenuity and 
research, to constantly improve the 
product we make—it is our respon- 
sibility to cut down and out unfair 
and unworthy trade practices that re- 
tard our progress. fter having put 
our houses in order, it is then our 
responsibility to fix an adequate mark- 
up for those services we render so 
that principles of sound economics 
may be maintained, fair wages’ paid, 
and progressive improvement made.” 

In speaking of conditions prevailing 
in the leather industry at the present 
time, President Fraser M. Moffat said: 

“The kind of thinking demanded to- 
day in many American industries is 
of a different type from that of years 
gone by when we were assured that the 
sky only was the limit, and that in- 
vestment in the leather industry, for 
instance, was an insurance of profits, 
respectability and material success. 
Today in the leather industry, success 
depends upon a recognition of the es- 
sential laws to which Mr. Barrett has 
referred, whether they be economic, 
scientific, social or moral. 

“There have been times in this in- 
dustry when so-called success might 
have been achieved without much at- 
tention to one or more of these factors. 
But today no man dares stand in his 
place and deny his responsibility in 
this or other restricted industries to 
each one of these laws nor dares to 
forget that failure to fulfill all the 
conditions will bring disaster. 

“The leather industry has been 
called an old industry—I would prefer 
to have it recognized as an industry 
that daily renews its youth. We have 
the legacy, as all older industries, of 
surplus capacity. How shall be handle 
it? We have the legacy of empirical 
methods. How shall we progress? 

“I reaffirm the necessity of recog- 
nizing these laws which are inevitable 
and remorseless, and the obligation that 
we shall so recognize our position that 
we maintain the industry which has 
been handed to us as still progressive, 
responsive to modern ideas and capa- 
ble of doing its part in the national 
economic structure.” 

The greater part of the meeting was 
devoted to group sessions at which 
trade problems were discussed. 














New Display Room Opened 











Over 600 customers and manufacturers attended the formal opening of the Marbach 
Shoe & Slipper Company’s new display rooms, occupying the entire five-story building 


at 159 Duane Street, New York. 


The Marbach Company, started five years ago by Albert and Samuel Marbach at 138 
West Broadway, is one of the youngest wholesale shoe houses in New York City. A 
complete line of men’s shoes, men’s work shoes and slippers is carried by the Marbach 


Company. 
Pennsylvania. 


Its salesmen cover Metropolitan New York, New Jersey, Connecticut, and 








April Increase in Shoe Sales 


Kansas City Shops Showed Gains in First Part of Month 
That Compensated for Losses Later 


Kansas City, Mo.—Continued April 
showers brought comparative inactiv- 
ity to retail shops and shoe depart- 
ments here last week, and the spurt of 
sales on white and light colored shoes 
dropped considerably in every shop. 
However, the drop in sales during the 
major part of the week did not affect 
the volume for the month as compared 
with the volume for April, 1930, it is 
reported. Week by week the percent- 
ages vary widely in comparison, due to 
the location of Raster on the calendar, 
the first bes of April this year being 
far ahead of last year’s figures. The 
drop during the last week evened the 
figures up to comparable sums, show- 
ing, in several leading shops, a nice 
increase over the 1930 quota. 

“There hasn’t been a fabric in years 
that has taken hold like Suva cloth,” 
J. M. Robinson of the Robinson Shoe 
Company said. “Suva cloth is the big 
item with us and with almost every 
other shoe man in town.” It is being 
sold in white and natural in two lead- 
ing styles, the pump and two or three- 
eyelet tie. Natural is the predominant 
color just now, although the number 
of white sales is increasing speedily. 
Spectator sports shoes are cited as the 
leading item in the shoe salon at Harz- 
feld’s according to J. J. Jaffey, buyer, 
with brown and white combinations 
leading black and white. Novelty fab- 
rics, as Suva and Duckalin, will take 





Turn to page 13 for complete promotion 
plan on summer sport shoes to keep your 
cash register humming during the heated 
months. Advertising layouts, copy, win- 
dow displays and promotion plans to build 
more business when sales otherwise would 





the lead over linen this season, it is 
expected here. 

Pajama sandals, featured by Andre 
Shoe at Kline’s, have created quite a 
sensation, according to R. E. Blue, buy- 
er. They are shown in silver and gold 
combinations and in white faille and 
satin, the former being the more pop- 
ular. “We sold out our first order al- 
most immediately,” Mr. Blue said, “and 
we are having trouble keeping stocked 
on them now.” They are priced at 
$10.50 and $8.50. Pajama’ hosiery is 
also featured to wear with the cut-out 
sandals. 


Orlando Store Moves 


. ORLANDO, FLA.—The Wilson Shoe Co., 
who has been at 110 South Orange Ave. 
for several years, have moved to new 
medern quarters in the San Juan Hotel. 
The entrance of the new store is one of 
the most beautiful ones in the state. 

This move enables the store to have 
all its departments under one roof. 
Formerly the juvenile shoes were sold 
in a separate room, but due to the 
increasing business more room was 
required for all departments. Hence 
the move to one large store. 

This concern was established by 
Harry S. Wilson 13 years ago and has 
grown to be one of the State’s outstand- 
ing retail sho» establishments. 

OM J. REARDON, who for many 
years has represented the Daniel 
Green Slipper Company in Michigan 
and Indiana, is now representing the 
Best-Ever Slipper Company of Brook- 








3 ® is now in his territory which will 
include the cities of Cincinnati, Cleve- 





lag in summer. 





land, Columbus, Toledo, Dayton, De- 
troit, Grand Rapids and Chicago. 
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In solving the problems now confronting 
so many industries, many firms would 
do well to begin with a check-up of their 
present plant locations. 


If Philadelphia can help you improve 
your business by means of a better loca- 
tion for it, this Association will ascertain 
that fact for you without putting you to 
any expense or placing you under any 
obligation. If it develops that a location 
in the Philadelphia area would afford no 
worth while advantages for your business, 
when compared with its present, or other 
contemplated locations, this Association 
will tell you so. 
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Our engineers weigh every factor in rela- 
tion to its effect on the delivered-to- 
customer cost. 


If desired, your interest in this subject 
can be handled as a confidential matter, 
the survey being prepared under an 
assigned number, and your identity being 
known only to the executive heads of 
this Association. 


Send for booklet, “A Dollar-and-Cents 
Viewpoint on Plant Location,’? which 
tells in detail the important things you 
should consider in plant location. Please 
address Department B.M. on your busi- 
ness letterhead. 


PELPHIA 
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WHERE TO BUY 
Men’s Shoes 
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“A MAN’S DECISION” WELy 


THE 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 

















FoR MEN 
M. A. PACKARD CO., Makers (P) 
BROCKTON 


NETTLETON 


Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES "EXCLUSIVELY 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 




















Richards & Brennan Co. 


Randolph, Mass. 
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Chicago Trade Goes Sportocratic 





These Types Expected to Predominate in Sales for Summer 
Season—Spectator and Active Sport Models Good 


CuHIcAGo—Chicago shoe men, at the 
stores and at the factories, are full of 
pep over the business on sport types, 
men’s, women’s and children’s. 

Said B. Knowles, subway shoe buyer 
at Mandel’s: “This department is do- 
ing a remarkable business on women’s 
linen sandals with open shank. White 
and natural sell best. We tint a good 
many of the plain whites. We first put 
them out on Friday, April 17, which 
was rather early, and-they took hold 





“How to make more money selling summer 
sport shoes for men and women.” Eight 
pages of ideas and concrete sales sugges- 
tions beginning on page 13 of this issue. 
Don’t miss this complete promotion plan 
for getting more sport shoes sold right. 





immediately. The cold weather this 
week hasn’t checked the sale of them.” 
(The week ending April 23, the tem- 
perature in Chicago dropped to about 
the freezing point.) 

“Suva cloth is another hot seller with 
us,” continued Mr. Knowles. “This 
cloth is the fishnet weave. This is par- 
ticularly good in ties—Suva vamp and 
linen quarter. White with black trim 
and white with brown trim. The Suva 
numbers sell at $6; the linens largely 
at $4. The price range in this depart- 
ment is $4 to $6. 

“In the leather shoes, sport types are 
predominant sellers—both active and 
spectator sports. Brown trim on beige 
is going well right now. So far this is 
the biggest sport shoe year of all, and 
our plans for coming months are based 
on the practical certainty that it will 
continue increasingly so.” 

At the Shoe Box of Charles A. Stev- 
ens & Bros., sports are the big seller. 
In these whites are the most favored— 
buck being the preferred leather, and 
tan trimming having the preference 
over black. Linens are selling well. 
In street shoes, patent leather is to the 
fore; operas and sandals being the 
chosen types in this material. 

The children, too, are going along 
with the grown folk in the matter of 
sport shoes, according to W. B. Jack- 
son, buyer of the children’s shoe de- 
partment at the Davis store. Said he: 
“Boy’s sport shoes don’t usually sell 
in much volume until June or July; 
but now they are going strong. Two- 
tones in elk are popular in both the 
boys’ and girls’ lines, outselling the 
tan-and-whites, black-and-whites, and 
brown combinations. 

“We have a good business on patent 
straps for growing girls and misses. 
These now are outselling gun metals, 
pastel shades and reptiles. Patents 
sell here all the year round. We have 
them in oxfords, too.” 

At the J. P. Smith factory, R. E. 
Smith, speaking of sales on the wom- 
en’s line, said that the demand for 
sport types, active and spectator, has 
been heavier than ever before on spring 
and summer shoes. 

“Bucks are selling particularly well 
with us,” said Mr. Smith. “The plain, 
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airy patterns have the call. Linens 
have come to the front very strongly. 
One St. Louis store sold ninety pairs of 
these on a Saturday afternoon. Plenty 
of orders are coming in for white- 
and-tan and white-and-black shoes. We 
have been running on women’s shoes 
since J anuary first without closing 
down a day. 

Cole, Rood, Haan & McGregor have 
enjoyed a good sales volume and found 
the demand for sports growing apace, 
according to E. H. Haan, who said: 
“There is a decided trend toward wing 
tips in all sorts of shoes. Where a 
year ago a sale of wing tips was un- 
usual, today these comprise a good 
part of our production. In street shoes, 
2ustom tailored types with pointed toes 
are taking possession of the market. 
Very few wide toes are ordered now. 
The preference for patterns is getting 
plainer and plainer except in wing tips, 
where perforations are still good. One 
of our largest sellers is a plain white 
genuine buckskin with black soles and 
heels. Dark tans are now selling well 
in street shoes and are gaining stead- 
ily in ratio to blacks.” 

J. A. Hanson, secretary of D. Eisen- 
drath Tanning Co., Racine, reports that 
the tannery has been running steadily 
on a full schedule and the volume of 
business coming in is very satisfactory. 





Second Largest Day in Shoes 


CINCINNATI—F red H. Rasmussen, 
manager of the H. & S. Pogue Co. shoe 
department, was highly enthusiastic 
over his Friday, May first, volume of 
business, which, he said, was the larg- 
est single day’s volume except one in 
the history of this fine store. The oc- 
casion was the opening day of the 68th 
anniversary of the store. 

Shoes at $8.75 up had the major call, 
while lower grades did not show the 
results expected. 





Highlights for Fall 


[CONTINUED FROM PAGE 22] 


lace frocks for semi-formal and formal 
occasions. 

Shoes that are panelled, s!ashed and 
with contrasting stitching on vamps 
and quarters will continue throughout 
the fall season. 

Heels of the boulevard and conti- 
nental types will predominate in 16/8 
and 17/8 heights, with straight breasts, 
for tailored town and spectator sports 
footwear. 

Broad straps with side buckles will 
feature unusual types; center buckles 
will be used with tailored and daintier 
strap patterns. Formal afternoon is 
expressed with larger buckles, backed 
with contrasting leathers; while small 
self-toned bows for pump accessories 
will continue. 

Lasts remain the same, with the ad- 
dition of one on which a new short- 
vamp pump is built, carrying an 18/8 
heel, with the throat of the vamp 
shortened to prevent chafing or cutting. 
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THE 


| Rep Goose $ 


And a powerful new 
“ advertising force is launched 





AST Friday the first tale of Red Goose, young Indian 

brave, thrilled the hearts of young America. Drama 

and romance of the great Frontier, war whoops, the 

sound of horses hoofs, and excitement were present in 

this unique radio program that brought joy to young 

and old. Red Goose, this gallant new radio character, is 
already a living, exciting hero to young and old. 

No less thrilling to youth will be the thought of 
wearing Red Goose Shoes, the all-leather shoes, worthy 
of the most exacting traditions. 

This program will be broadcast nationwide — week 


i Friedman-Shelby 


line of shoes 



















“HALF THE 
FUN OF 
HAVING 

FEET” 


after week— from a powerful chain of more than 50 
Columbia stations. 

Red Goose Radio window cards and streamers are 
ready for your windows. Free mats for newspaper ads 
featuring Red Goose Shoes, and tying in with the radio 
program, are ready. 

Make your store the Sign of the Red Goose to every 
boy and girl who follows this fearless young brave 
through the most exciting adventures. Here's a harvest 
of sales for you. Write at once for free Red Goose dealer 
helps and advertisement material. Friedman-Shelby 
Branch, International Shoe Co., St. Louis, Mo. 


RED GOOSE SHOES 
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WHERE TO BUY 
Men’s @ Women’s 
Shippers 














W. 5S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 


Men and BOYS 
HANDTURNED 
$2.00 to $2.85 
Sevtom Office: 501 Statler Bldg. 
com 













Boudoir Slippers In Stock 
UNUSUAL VALUES 


“Every Pair 


Guar 
SCHWARTZ & 
Specialists in Comfort & Ballet Shopers 
241 No. 1ith St., Philadelphia, Pa. 














High Grade Mules 
and D’Orsays 


. Catalogue sent on 
request 


Paristyle Footwear Mfg. Co., Inc. 
Factory and Salesroom 
153-159 West 27th St. New York City 
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WHERE TO BUY 


Barefoot Sandals 
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| WOODEN 
BAREFOOT 
SANDALS 


Priced from 
$10.50 to $21.50 
dez. 






Carried in stock in a variety of styles, 
colors and in different heights of heels. 
One dozen pair of assorted § styles, 
enough to sell from, will be shipped 
to you on ten days’ approval. 
GOLD SEAL SHOE 
722 Broadway New York City 
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WHERE TO BUY 


Shoe Accessories 
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STOP THAT PINCH 
WITH 
EVER-READY SKIVED 
VAMP BITE PADS 


Results assured because of quality 
cushion felt gummed to stick, and 
conveniently skived. 


inding Mf. il Cc ye 
Nat ING, “CHICAGO 









Weather Big Factor in Chicago 


Cold Snap Slows Up Shoe Sales, But Business Has Strong 


Undertone and Responds Quickly to Favorable Influences 


CHICAGO.—Just when things were 
running along smoothly and the post- 
Easter slump had been miraculously 
checked, ‘‘ol’ man Weather” came along 
and threw a full-sized monkey wrench 
into the machinery. Exceptionally cool 
and cloudy weather accompanied by 
rain and an occasional snow flurry 
tended to exert a powerful retarding 
effect in local retail shoe sales during 
the past week. Sales held rather firm 
but failed to show a normal forward 
pace. 

“Our business is quite good,” asserts 
Francis X. Daly, head buyer for Saks- 
Fifth Avenue, “but this unseasonable 
weather has definitely hindered the 
steady increase we were previously en- 
joying.” 

This firm is now presenting their 
“Dressmaker’s Shoe,” a shoe made es- 
pecially for the most exclusive of ex- 
clusive women. Customers buying 
dresses can now have shoes designed 
especially to match the costume and 
rest assured that not another single 
pair will be made exactly similar. Of 
course, the additional cost of such a 
service more than makes up for the 
time and trouble expended. 

“We are also introducing our new 
‘Stiletto Heel’,” explains Mr. Daly. “It 
is a heel that is slim and sharp and 
pointed—a heel that gives the impres- 
sion of elegant height, but is comfort- 
able withal.” 

Pumps with this heel retail for $15.50 
and may be had in patent, black, blue, 
grey and brown kid, and with contrast- 
ing banding and lizard inlay. One es- 
pecially beautiful model has a small 
black bow and a self-tie on the side in 
contrasting leather. Of course, most 
are sold with matching bags. 

Another exquisite shoe is a brocade 
strap with lacing in the silver edging 
around the throat. 

L. Berman, manager of Grossman’s 
Uptown Store, holds that business is 
very good, considering the weather. “TI 
also feel,” he says, “that numerous 
bank failures have been contributory 
causes in slowing down the rush we 
recently experienced. However, we are 
beginning to feel the effects of the 
veterans’ loans. Quite a number of our 
customers are made up of people who 
are buying directly as a result of the 
loans.” 

This store displays a number of new 








“Dollar Off” Sale Success 


San Francisco, Calif—The Gallenkamp 
Stores Co., Pacific Coast retail men’s 
shoe store chain recently held a “one 
dollar off” sale, selling its $5.00 shoes 
for $4.00 and its $4.00 shoes for $3.00. 
This firm’s heaquarters are in San Fran- 
cisco; its retail stores number 19 in San 
Francisco alone, and eight for across the 
bay in the East Bay cities. 

Sales in all the stores were reported 
as remarkable in volume, indicating that 
the public has developed an abnormally 
keen sense of “hunting for bargains.” 
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models which are most attractive. 
Among them are some new perforated 
white kid pumps. These shoes have 
pastel heels and toes to match the vari- 
colored summer frocks. Another pretty 
model is of white buckskin with a 
brown trim and heel. It is very smart. 

Everything considered, most local re- 
tailers feel that typical spring weather 
will result in a wave of buying, and 
they are preparing to meet the rush. 





Between Seasons Productions 
Fair in Columbus 


CoLuMBUs, OHI0.—Production of 
shoes in Columbus factories during the 
past week has been averaging from 
60 to 75 per cent of capacity, according 
to a survey of factories. The ending 
of the spring season is not far distant, 
and the full season has not yet opened. 
Thus it is the usual “between sea- 
sons” when factories are cleaning up 
on orders and are preparing samples 
for the coming season. 

Louis Rinehart, of the Walker T. 
Dickerson Shoe Co., declared that the 
factory during the past week has in- 
creased its output from 600 to 800 
pairs daily, which placed the output on 
an 80 per cent basis. Additional orders 
for the spring and early summer are 
responsible for the increase. 

The Walker T. Dickerson Shoe Co. is 
busy on samples for the fall season. 
They will be out within a few weeks, 
and the salesmen will be called to the 
factory for the usual semi-annual con- 
ference about May 15. For fall brown 
kid will be one of the outstanding 
colors and leathers, he declared. There 
will also be a number of lizard and kid 
ina made up in rather unique 
style. 

Blue kid, mostly of a shade darker 
than admiralty blue, will also be one 
of the outstanding colors. One-strip 
effects will have first place, ties prob- 
ably second, and step-ins or pumps 
third. Mr. Rinehart believes that 
pumps may take second place from 
ties. As to heels, there is little change, 
the Louis heel being good on pumps 
and the Cuban design on ties and 
straps. The height ranges from 14 to 
19 eighths. The toe is medium rounded 
and the vamp medium short. 





Cinderella Shoes Opens Shop 
in Miami 

MiaMI, Fua. (UTPS) — Cinderella 
Exquisite Shoes, Inc., has opened a new 
shop at 76 E. Flagler Street. C. Argin- 
tar is president of the company and 
Al. Yaffey vice-president. They also 
own and operate a Cinderella Shop at 
West Palm Beach. F. M. Tisdale is 
manager of the Miami shop. 

The exterior of the new shop is fin- 
ished in silver and black marble effect, 
with ground glass valance. The back- 
ground of the windows, ceiling and 
walls range in colors from pink to lav- 
ender. Shelving, cabinets and wall 
trim are of maple and walnut in alter- 
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nating modernistic designs. 
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Every mother knows that Sunshine con- 
tains the healthful Violet Ray. She knows what 
it means to her children—how every bit of ex- 
tra sunlight helps. The name “Violet Ray,” 
plus the smart attractiveness, the flexibility, 
and the low price of these smart little sandals, 
make a combination which is made to order for 
keen merchandisers. 


Make up a mail order, 
or wire or write for 
salesman or samples 


Www Dave Gouge, 


MANUFACTURERS ST. LOUIS 











... and now 


VIOLET RAY SHOES 
for the kiddies 


L392 — Child’s White 
Cabretta “Violet Ray” 
Sandal, Patent Lacing, 
Moccasin Sole, Spring 
Heel, Stitchdown, No. 
25 Footshaping Last. 
D, 5%-8 ....... $1.3 


L391—Child’s Patent 
“Violet Ray’ Sandal, 
White Lacing, Mocca- 
sin Sole, Spring Heel, 
Stitchdown, No, 25 
Footshaping Last, D, 
Ge cc cceek ces $1.35 
Same in No Heel, Bo- 
Peep Last. E,2-5.$1.00 


L393—Child’s Suntan 


Cabretta “Violet Ray” 
Sandal, Brown Lacing, 
Moccasin Sole, Spring 
Heel, Stitchdown, No. 
25 Footshaping Last. 
By, 6 t6'6...... $1.35 
Same in No Heel, Bo- 
Peep Last. E,2-5.$1.00 
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Fine Sport Shoes 
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“A Mile Away You Know Them” 


Sun Loafers is P 
I 


For beach and boardwalk 


aw 






SAN TOBE 


also made solid quarters with buckle, 
beige flerentine with red, blue, green | 
w yellow leather bindings. 


CATALOGUE ON REQUEST 











SUNRAY 
SANDALS 


Retail at 
62.95' per pair 


Made im a variety of colors never shown before. 
Very good for all kinds of outdoor sport and sum- 


mer weer. 
Display them in your store and make extra 
profits. 


One dozen pair of assorted styles, sizes and 
colors, enough te sell from, will be shipped on 
ten approval to convince you of the selling 
possibilities of these shoes. 

GOLD SEAL SHOE 
722 BROADWAY NEW YORK CITY 











Summer-Time 

Hand-Made Sandal 

WRRO BIS BeRRel. oc ccwcsccccces $2.60 

White Kid Sandal.............+. 
(Two Weeks Delivery) 

L. B. EVANS’ SON CO., Wakefield, Mass. 
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WHERE TO BUY 


Shoe Forms 


O/IRIEOLOIATIAS 


for Shoes and Hosiery 


LEX, made of porns 








transparent or 
FAIRYLITE 


Shoe Form Co., Ine... Auburn, N. Y. 











Educational Value in Promotion 


Immediate Returns from Foot Health Week Publicity 
Minimized by Bad Weather—Merchants 
See Ultimate Advantage 


Kansas City, Mo.—The success of 
National Foot Health Week here was 
difficult to ascertain due to the un- 
usually bad weather conditions that 
prevailed here throughout the week. 
A belated cold snap followed by rain 
and cloudy skies kept shoppers away 
from the retail district ail week, so 
that the immediate response to the fea- 
ture event was small. Shoemen feel 
that the ultimate effect will be felt in 
all the shops and that the scale on 
which advertising and cooperative pro- 
motions were made will not go unre- 
warded. 

“There was a splendid spirit of co- 
operation and enthusiasm among the 
shoe merchants,” I. E. Cox, chairman 
of the committee on plans for the week, 
said, “and it is deplorable that the 
reward for our efforts can not be 
measured in so many words.” 

The week opened here with a full 
page cooperative ad in local papers, in 
which the Kansas City Public Service 
Company used considerable space in 
linking up their own advertising with 
“Walk More for Health” by walking 
to and from the street car in the 
morning and evening. The street cars 
carried posters showing a sport shoe 
with the caption “buy shoes like these 
for foot health with what you save by 
riding the street car.” Similar adver- 
tising, linking the two trades together, 
will be carried out throughout the en- 
tire campaign to last for eight weeks, 
according to Mr. Cox of the Dr. A. 
Reed Cushion Shoes. 

One thousand cardboard soles, in 
various colors, with the date of Na- 
tional Foot Health Week and its motto 
printed in heavy black letters on either 
side, were distributed in parked cars 
and along the street during the week. 





Empire State Shoe Men 
Plan Convention 


Schenectady, N. Y.—Committees were 
appointed at a recent meeting of the 
Schenectady Shoe Retailers Association 
to make plans for the convention of the 
New York Shoe Retailers Association 
which will be held in Schenectady, Sep- 
tember 13, 14 and 15. 

The headquarters of the convention 
will be at the Hotel Van Curler. Pre- 
liminary plans were discussed with com- 
mittee members at a meeting held May 
5 and other committees will be ap- 
pointed. The committees now function- 
ing are as follows: 

Publicity—J. H. Millham, L. R. Man- 
heim, Mason W. Hall. 

Entertainment—John Meara, J. J. Sulli- 
van, Theophilus Hill. 

. Registration—D. J. Horan, J. W. Mills, 
Peter Lewandoski. 

Program—Jesse Patton, chairman. 

The officers of the local association, 
which will be host to the convention 
are: Jesse Patton, chairman; D. J. Horan, 
vice-chairman; L. R. Manheim, secretary 
and J. W. Mills, treasurer. 


The same idea of using the footprint 
shape was employed in individual win- 
dow advertising, some being drawn in 
smiling caricatures to represent the 
smile of foot comfort. 

Foot health hints were printed on 
enclosures for packages, and stickers 
were used in wrapping packages. Edi- 
torials on the importance of foot health 
appeared in local newspapers, written 
by Dr. Calvin L. Cooper, city health 
director. 

Miss Marvelle MecAnnical, Foot 
Saver’s mystifying writing robot, was 
featured in the display window of John 
Taylor Dry Goods Company every day 
during the week, sponsored by the 
women’s Foot Saver shoe department 
of that store. The exhibition of this 
animated mannequin, who performed 
feats of writing and drawing, created 
quite a sensation here and attracted 
larger crowds than any other item in 
the feature promotion for the week. 
She advertised National Foot Health 
Week and Foot Saver shoes for the 
department in Taylor’s and the men’s 
department at the Bostonian shop here. 

Radio addresses were given over lo- 
cal broadcasting stations KMBC and 
KWKC, and.various orthopedic physi- 
cians and specialists spoke at club 
luncheons during the week. 





Business Spotty in Milwaukee 
Factories 


MILWAUKEE, WIs.—In some quarters 
the shoe manufacturing business is 
going along at a rapid rate and in 
others it is not so good, the latter part 
of April showing a decline with one 
company. Here are statements from 
three manufacturers: 

John Schenk of the Simplex Shoe 
Manufacturing Co.: “We are very busy, 
unable to deliver orders as fast as they 
come in. The future looks promising. 
New York and Ohio are leading in sales 
just now although all parts of the 
country seem to be buying in good 
quantities. Collections, however, are 
only fair as yet. What’s selling? Browns 
and blacks, sports, especially elks, 
smoke and tan, brown and white, and 
all blond trims. Combinations seem to 
be favorite. Black and white sports are 
good too. We’re going right along, you 
bet!” 

Elsie Wrensch, of the Wrensch- 
Herman Shoe Co. reports business not 
rushing just now. 


Charles W. Stuber Dies 


CoLuMBUS, OHI0O.—Word was _ re- 
ceived in Columbus of the death of 
Charles W. Stuber, which occurred at 
Columbia, S. C. Mr. Stuber was for- 
merly vice-president of the C. & E. 
Shoe Co., which operated a large fac- 
tory on East Fulton Street, and which 
is now one of the units of the H. C. 
Godman Co. He was ill for three years 
and left at that time for Columbia, 
S. C., where he resided ever since. He 
leaves three daughters and a son. Bur- 




















ial was at Blacksville, N. C. 


Boot AND SHOE RECORDER 
combining THE SHOP RETAILER, May 9, 1981 






































Chia he 7) 1031 


Creole (Mooresque) No. 3N 
Suanee (Prado) No. 172 
Madeira No. 2N 
Dragon Vert (Paddock Green) No. 1141 
Artillery (Grisette) No. 77 
Serge Blue (New Admiralty) No. 1310 
Grotto Blue No. 1300 
Acajou No. 1400 
Tunisie No. 61 
Satin Mat 





Dhe New Cush heeakes Q,, She, 


champles by request to om 1702 - 100 Gold Sree, New York 
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WHERE TO BUY 


Sport Footwear 





allele eile 





“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 











WHERE TO BUY 
Ballet Slippers 








BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 


Wom. Miss. Childs 
Style No. 600..$1.35 $1.30 $1.25 
Style No. 609.. 1.20 1.15 1.10 
Coast Prices Slightly Higher 


Brooks Shoe Mfg.Co. 
Philadelphia 


Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St. 






IN 





BALLET SLIPPERS 
Bo. OB70— AN close tn stock: far 
today for co 
catalog of 
ATHCO 





Athletic Shoes 





In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CoO., INC, 
147 Duane Street 
New York City 
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*KENDALL ano‘terr 
BALLET 
A sideline of 


BALLET 
SLIPPERS 


WILL PROVE 
4 MONEY 
MAKER 













IN 
STOCK 


Ordere filled day recewed 
SEND FOR CIRCULAR DEPT. C. 














% KENDALL SHOE COMPANY »% 


HAVERHILL, MASS. 





President Hoover must preside. At 
each one the footwear must be perfect. 

Even Washington’s “lesser lights,” 
its Government clerks, which form the 
backbone of the city and, by their stable 
twice-a-month pay day, distribute an 
even volume of business throughout the 
year, insist on aping their superiors in 
office in the matter of immaculate ap- 
pearing feet. 

The female employees of the govern- 
ment are in no small way responsible 
for the large number of shoe stores in 
this city, particularly in the two blocks 
of F Street between Twelfth and Four- 
teenth streets. These girls, and wo- 
men, many of them coming from small 
towns “in the states,” believe in “put- 
ting on the dog” and buying shoes and 
more shoes. 

Coming down to this city’s large 
Negro population, even here is some- 
thing that cannot be ignored. The Ne- 
groes here probably are of a better 
class than in any other city of the 
country. The great bulk of them are 
employed in.the government depart- 
ments as messengers, elevator opera- 
tors and in other capacities. Their 
salaries, while not fabulous by any 
means, are considerably higher than 
those of their brethren in other cities. 

Essentially these Negroes are in the 
“gentleman” and “lady” classes and 
dress the part, sometimes even ex- 
ceeding in sartorial splendor their 
white colleagues. Here, then, is an- 
other great market for shoes. 

These various stratas of Washington 
society furnish a continuous market for 
the city’s shoe center. It is difficult, of 
course, to say just how much money 
is spent by the different classes. 

Undoubtedly the “upper crust” of of- 
ficialdom and the diplomatic set spend 
large sums of money. There are no 
figures available here as to the average 
incomes of people in these classes. 
Many, if not most, of them are inde- 
emer A wealthy aside from the com- 
paratively small salaries paid them by 
the governments for which they work. 

Coming down to the more ordinary 
classes, however, the Federal Em- 
ployees’ Association is authority for the 
statement that the average yearly sal- 
ary of federal workers in this city 
is $2,103. In this group are included 
all federal employees, such as clerks, 
stenographers, messengers, laborers and 
certain supervisory officials. 

It can be readily seen that this is a 
very high level, considerably higher 
than the level in other cities. Another 
unusual thing about Washington is 
that the employment here is stable. 
The great majority of the population 
either works for the government or is 
dependent on government workers. As 
long as the government maintains its 
payroll, there is little real unemploy- 
ment here. 

Latest figures of the United States 
Civil Service Commission show that 
Uncle Sam’s payroll has been increas- 
ing here since 1927 when the bottom 
was reached from the wartime peak 
level. In 1927 there were 59,615 fed- 
eral employees here; at present there 
are 71,252 with every indication that 
the increase will continue. 


Capital’s Unique Shoe Center 


[CONTINUED FROM PAGE 28] 





cannot be ignored, about one-quarter 
of the nearly 500,000 population of this 
city is made up of colored people. 
large number of these are employed by 
the government. It is not known what 
the figure is, but it is relatively large. 
There are no exact figures on the aver- 
age earnings of this class of govern- 
ment employees, but a conservative es- 
timate would place them at approxi- 
mately $1,000 to $1,200 a year. Here, 
again, the average is considerably 
higher in other cities. 

Now, as to the stores which serve 
this varied population. While it is true 
there is a unique concentration in the 
two blocks of F Street, not all the shoe 
stores of the city are centered there by 
any means. 

Figures just compiled by the U. S. 
Census Bureau in its census of distri- 
bution of Washington show there are 
119 shoe stores in the city, of which 8 
are exclusively men’s, 20 exclusively 
women’s and 91 men’s, women’s and 
children’s. 

These 119 stores employ 62 proprie- 
tors, with 469 full-time employees and 
97 part-time employees. The average 
full-time salary paid these shoe store 
employees is $1,743 a year, and the 
payroll constitutes 13.78 per cent of 
the total cost of sales. 

During 1929, the year for which the 
census was taken, the 8 men’s stores 
had net sales of $494,426; the 20 wo- 
men’s stores, $1,897,257, and the 91 
men’s, women’s and children’s stores, 
$4,518,423. 

The cost value of the stocks on hand 
at the end of the year was: men’s 
stores, $104,521; women’s, $369,153; 
combination stores, $1,221,446. 

The total salaries and wages paid by 
the men’s stores amounted to $41,137; 
women’s, $240,838; combination stores, 
$562,215. 

Of the 119 stores, 68 occupied leased 
quarters and 51 were in owned quar- 
ters. There were 23 shoe stores re- 
porting a credit business. Of these, 
71.42 per cent of the sales were for 
cash and 28.58 for credit. 

Only five stores reported returns. 
The average of returns and allowances 
of these stores was 10.05 per cent of 
net sales. 

The stores that make up the shoe 
center in the two blocks of F Street 
are: 

Robert Berberich’s Sons, Inc.; Wil- 
liam Hahn & Co., Queen Quality Boot 
Shop, Forsythe Shoe Corporation, 
Frank R. Jelleff, Inc.; I. Miller Co., 
Traveler Shoe Stores, Inc.; A. S. Beck 
Shoe Corporation, Raleigh Haber- 
dasher, Young Men’s Shop, Regal Shoe 
Co., Meyer’s Shop, Enna Jettick Boot 
Shop, Nisley Co., Saltz Brothers, Ar- 
thur Burt, Cantilever Shoe Shop, 
French, Shriner & Urner, Adrian P. 
Lyon, Stetson Shoe Shops, Ince.; 
Young’s Novelty Footwear Shop. 





Pennsylvania Merchant Dies 


PITTSBURGH, PA.—Funeral services 
were held in Beaver Falls yesterday 
for George W. Johnston, a shoe mer- 
chant there for 30 years, who died last 
Saturday. Burial was made in Beaver 





As to the Negro population, which | Falls cemetery. 
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In STOCK] 


English Made 
AVIATION 


BOOTS 
$9.00 


Also a Complete Line of 
High Grade, Popularly 
Priced Riding Boots for 
Men, Women and Chil- 
dren. 










PER PAIR 
AND UP 





WRITE 
for 
Catalog 
B-47 











\ Colt-Cromwell Co., Inc. 
1239 Broadway, N. Y. City 


424 So. Broadway, Los Angeles, Calif. 





B'WAY. 4176 ST § 
NEW YORK , 


_~. Accommodations for 1000 Guests 


EVERY ROOM WITH 
BATH and RADIO 


RATES for Room and Bath 
$9.50 $4.00 _ | 

Single Double { 
Weekly Rates, Room & Bath 


from $ 1 3:50 up 


A new, modern, luxurious ; 
hotel. 10 minutes from ¢ 
Times Square. 
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D.W. STEWART, Manager 
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500 CAR GARAGE ADJOINING 





| I I Cut out this ad and on your \ 

iH I next visit to New York 
present it to the registration 
clerk and receive a regular 
$3 room and bath for $2.50. 


NO NPN ONE ONT NOVOONGT NRF ONO ONIONS 
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HOW TO INCREASE 
1931 PROFITS 


Vv 


suggest 


DA-IIME 


HAND TURN 


Sti rPrPEeER:S 


AS AN EXTRA PAIR OF SHOES 


Bring out a pair of DA-TIME slippers while 
selling the customer other shoes—alert mer- 
chants are doing this and making extra profits 






DE LUXE D’ORSEY 


$2 50 5% 30 days 


A. B. C. 
widths 


Made of selected kid up- 
per with genuine full kid 
lining; full breasted 13/8 
baby Spanish heel, 8 iron leather sole—steel shank. In 
stock in black, blue, red, purple and green kid, also pat- 


ent came 
A, B and C widths, sizes 22 to 9. 


IN STOCK 


All DA-TIME slippers are in 
stock—assuring a fast turnover 
on a small investment. 


THE D’ORSEY 


$2 10 
5% 30 days 
A and C 
widths 







Made of fine quality 

kid upper, lined with 

light colored guaranteed 

satin; over a modified toe last with a 13/8 Cuban heel—8 

iron leather sole—steel shank. In stock in black, blue, 

red, purple and green kid—also patent leather. A and C 
widths, sizes 21 to 9. 


Write for a new In Stock Catalogue 


SACHS & VIGORITH, Inc. 


30 Duttenhofer Bldg. 


CINCINNATI OHIO 

















WHERE TO BUY 


Women’s Shoes 








Ultra Smart Sandals 


Quality 









Best Coter 


Oombiaations. Predocainates 
Unucval Write 
Pre@ts. Direst. 


INO. 


SANDALS 
ork Oity 


BIARRITZ 
120 West 30th St., New 








THE JOHN BOceRTs SHOR INO. 
IN Bufslo NY. aTOOR 














THE ORIGINAL 


SUNBATA ACROBAT 


(Patented) 





IN STOCK FROM SIZE TWO CACKS 
THROUGH SIZE SEVEN WOMEN’S 


A Product of 


SHAFT-PIERCE SHOE CO. 


Faribault, Minn. 








STOCK 


@HEKKO BRAIDED 
SANDAL CORP. 
303 4th Ave., New York City 
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WHERE TO BUY 
Slipper Ornaments 


6 8 ED 








BOWS ornaments 


of Every Description for 
Boudoir Slippers 


Pompons 





The right merchandise at the right time 
Solid colors in stock—samples on request 


HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 




















Unseen Shoe Parts That Affect Comfort 











Cork, in a variety of forms and in various compositions, has many uses 
in the making of footwear. 





The Part Cork Plays in Shoes 


[CONTINUED FROM PAGE 32] 


adopting it in the regular cap toe shoes. 

Cork box toe material is a composi- 
tion made from finely ground cork with 
a suitable binder. This composition is 
rolled onto a fabric back. A glue coat- 
ing on the side opposite the fabric 
backing assures the box toe of being 
held firmly in place from the time of 
assembly throughout the life of the 
shoe. 

Cork counter material is essentially 
the same as cork box toe material ex- 
cept that it has no glue coating. It 
makes a counter that is light and that 
will bend easily without breaking down. 

The cork possesses a natural “give” 
and “come back” which affords the 
wearer of shoes with cork toes and 
counters an immediate and lasting 
comfortable fit and at the same time 
helps the shoes to keep their original 
style lines. The best way to demon- 
strate the comfort of a cork lined shoe 
is to let the customer get the feel of 
the cork box toe and counters. He will 
feel them gently yielding under the 
pressure of his fingers and then he will 
see them resume their original lines. 
Cork toes and counters go into shoes 
retailing for around $3.50 a pair as 
well as into those selling for much 
higher prices. 

The most widely used cork product 
in the shoe industry is cork bottom 
filler. It is used in welt and McKay 
shoes to fill in the cavities formed be- 
tween the innersole and the outsole 
when the shoe lining and the upper 
leather are turned under the insole all 
around the margin of the shoe. 

For many years cork has been used 
for bottom filler, but until about twenty 
years ago it was customary for the 
shoe manufacturer to purchase ground 
cork and mix it with a suitable binder 
in his own factory. This method 
proved not only troublesome and messy 
but also slow, as the shoes had to wait 
for the filler to dry before the bottom 
could be cemented on. Then there was 
offered to the shoe trade a patented 
article made of ground cork combind 
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with a plastic binder which softened 
to spreading consistency under the ap- 
plication of heat and which set at a 
normal temperature to form a resilient 
filler. 

This is the type of cork bottom filler 
that is most widely used today. 
steam or electric heating machine is 
employed to condition the filler at the 
factory. The machine operator then 
carefully fills each bottom with the hot 
plastic cork composition which spreads 
quickly and easily. In the next op- 
eration the filler is thoroughly rolled 
into all the cavities and the filled shoes 
are placed on drying racks which are 
passed along for the outsole cementing 
operation. Production is unhampered 
as the binder in the bottom filler sets 
quickly. 

Within the past year there has been 
offered to the shoe trade a cork com- 
position for use as a forepart filler in 
cemented shoes. This material is made 
by pressing the cork composition onto a 
fabric backing. It retains its resiliency 
under the tremendous pressure to which 
this type of shoe is subjected in the 
manufacturing process and it is not af- 
fected in any manner by the cements 
or solvents used. Because it can be 
skived to a feather edge this type of 
filler will reproduce the exact contour 
of the bottom of the last. 

Cork finds still another use in shoes 
as innersoling. There are several kinds 
of cork material for this purpose. One 
consists of a ground cork composition 
with a linseed oil cement or binder cal- 
endered on a single fabric facing. A 
number of shoe manufacturers use it 
for full-size and half-size innersoles 
which are sold through retail shoe 
dealers and also through five and ten 
cent stores. These insoles are fre- 
quently worn in skating and _ sport 
shoes, as they provide added warmth, 
insulating value and resiliency. 

Another type of cork innersoling is 
made by calendering or pressing a cork 
composition between two fabric facings. 





[TURN TO PAGE 66, PLEASE] 
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Listen to HEEL HUGGER HARMONIES every Sunday Evening over WJZ and _ Associated Stations 





HEEL 








They Walk Softly and Go Far 











Many Outstanding Dealers 


have proven that HEEL HUGGERS 
retail profitably at #5 and #6 


HEEL HUGGER SHOES, w«. 


Auburn, N. Y. 
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WHERE TO BUY 


Children’s Footwear 








MBS. DAY’S IDEAL BABY 


SHOE CO. 
Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 











Children’s Fine Goodyear Welt Shoes 


M 
THE GILBERT SHOE CO. 
THIENSVILLE, WIS. 

















CHILDRENS 


OOTWEAR 
IN STOCK 






Free Style Booklet on Request 
1 Main St, WILTON, MAINE | 





LG H.BASS & CO, 











The Part Cork Plays 
in Shoes 
[CONTINUED FROM PAGE 64] 


This material is used as insoling in 
McKay shoes. It is sewed in as an in- 
tegral part of the shoe and covered 
with a sock liner of thin leather or 
imitation leather. Because it will 
withstand the high temperatures neces- 
sary for vulcanizing rubber shoes, this 
kind of innersoling is used extensively 
for basketball shoes and tennis shoes. 

There is still another style of cork 
innersoling. It is a coarse cork compo- 
sition manufactured in sheet form with- 
out fabric facings. In recent months 
many manufacturers of “pre-welt” and 
imitaton welt children’s and infants’ 
shoes have replaced their felt paper 
fillers with this cork composition which 
they consider ideal for fillers because 
it is permanently resilient, light in 
weight, damp proof and flexible. It is 
used by some welt manufacturers as 
fillers in certain lines such as crepe 
and rubber sole shoes. 

Other uses of sheet cork are fore- 
part fillers for McKay and stitchdown 
shoes, heel plugs and fillers, heel pads, 
and shank discs. 

A fourth type of innersoling is made 
from natural cork which ‘3 covered on 
the top with cotton flannel and on the 
bottom with glazed muslin. These nat- 
ural cork insoles are sold extensively 
through shoe findings houses and retail 
outlets. They are used for warmth and 
comfort in athletic and street shoes. 

It is interesting to note that some 
natural cork is used for lame lifts in 
a few custom-built shoes. 

The use of cork in shoemaking is 
steadily growing. Manufacturers have 
found it to be a reasonably priced ma- 
terial that helps to produce shoes of 
lasting style and comfort. 





Buying Power Builds Business 
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highway construction program through- 
out the country, which will be tremen- 
dously increased with each succeeding 
month during the year. Every effort is 
being directed by the Government and 
by the States and municipalities, as 
well as by the business men of our 
Nation, to return our unemployed 
workers to employment, where they 
may again become producers of prod- 
ucts and hurry forward an ultimate 
return of business recovery. 

“Here in this Nation we have the re- 
sources and raw materials, the trans- 
portation facilities; the business genius, 
the skilled workmen, and the finances; 
but we have been somewhat lacking in 
that spirit of assurance and progress 
which is common to the American peo- 
ple. Free purchasing of the needed 
articles and goods, and less hesitancy to 
spend by those who are able to buy is 
what we must rely upon to put more of 
our people back at the machines, and 
into the mines and the mills and the 
fields. 

“Much has been said in recent weeks 
about the maintenance of the wage rate 
in this country. I am one of those who 
firmly believe it is our duty to maintain 
the American standard of living, and I 
am convinced that the only way in 
which we can do this is to maintain our 
wage standards. And it is encouraging 
to see that the policy of the President 
in this respect has been heartily en- 
dorsed by many of the greatest employ- 
ers of labor in the country; and if any 
further evidence were needed of the at- 
titude of the Congress of the United 
States in support of this policy, I may 
call attention to the prompt enactment, 
by both the Senate and the House in 
the last Congress, of the Prevailing 
Rate of Wages Bill, which provides 
that every contractor or subcontractor 
of public buildings constructed for the 
United States shall pay not less than 
the prevailing rate. This policy of the 
maintenance of wages has receivd the 
endorsement not only of the workers 
concerned but of the great majority of 
the contractors who are and have been 





McKeon Vice-President of 
Color Card Group 


New York—At the Sixteenth Annual 
Meeting of the Textile Color Card Asso- 
ciation of the U. S., Inc., held recently 
at the Hotel Astor, the following of- 
ficers and directors were elected: 

Charles Pinnell, president, Fred But- 
terfield & Co.; Roy E. Tilles, first vice- 
president, Gotham Silk Hosiery Co.; 
John C. McKeon, second vice-president, 
Laird, Schober & Co.; Alfred L. Simon, 
treasurer, Alfred L. Simon & Co. Direc- 
tors: Albert L. Gifford, Worumbo Co.; 
William Hand, John Hand & Sons; Ed- 
ward S. Johnson, James G. Johnson & 
Co.; P. J. Wood, Oriental Silk Printing 
Co.; Armand Schwab, Amberg, Schwab 
& Co.; Margaret Hayden Rorke, secre- 
tary and managing director, Textile Col- 
or Card Association. 
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engaged in this work for the United 
States Government. 

“The American standard, as I have 
stated, is the highest in the world, and 
this is due in no small part to the com- 
mon interest which both employers and 
employees have in its maintenance. Out 
of this common interest there has grad- 
ually come an improved cordial rela- 
tionship between employers and work- 
ers which has been very gratifying to 
the country at large, particularly in 
recent years and during this economic 
emergency through which we are now 
passing. This spirit if cooperation and 
understanding between men and man- 
agement means much in the national 
will to maintain high living and work- 
ing standards. 

“For if we steadfastly continue to 
uphold the ideal that all our people will 
enjoy a satisfying and permanent eco- 
nomic prosperity. then we will unitedly 
bring about a readjustment which will 
mean unbroken employment for all our 
workers, at a liberal rate of wages in 
all sections of the country, both in In- 
dustry, Agriculture, Transportation and 
Commerce, and in all other activities 
upon which the well being of our Na- 
tion is ever dependent, with fair profits 
to the investors and managers of our 
business enterprises and resources. We 
will press forward with the ideals of 
our President, which seek full protec- 
tion, economic and otherwise, for our 
entire population, and the abolition of 
poverty and inequality wherever they 
may exist. 

“In all these objectives I am confi- 
dent that the Business Paper Editors 
of the United States will continue to 
give of their support, interest and ser- 
vice, and I am happy to have been 
present with you tonight that together 
we might briefly consider these matters 
which affect us, one and all, in our sin- 
cere wish to contribute our full measure 
of service to America’s welfare.” 





To Manage Forrest 
Department 


INDIANAPOLIS—William Fudge, a de- 
partment manager of the Forrest de- 
partment store at Frankfort, Ind., has 
been appointed manager of the shoe 
department of the new Forrest store on 
the north side of the square there. He 
takes the place of Leonard Slater, who 
has accepted a position in this city. 
Mr. Fudge was with the Forrest store 
eight years and before that was with 
the Hammond Shoe Company. 


Rochester Orders Gain 


RocHESTER, N. Y.—High Cuban heels 
will be in demand again this year, 
manufacturers and wholesalers con- 
ceded last week in the wake of new 
orders placed by retailers. Sport shoe 
orders, particularly moccasins, also 
picked up after a long lull. Indica- 
tions were that the trend to white and 
also light colored kid in both men’s and 
women’s shoes was strong. Pumps and 
sandals showed a pickup in retail stores 
last week. 
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When a hotel manager 
made a road map 


‘THs guest was leaving early in the 
morning for the South. And he 
didn’t know the road. During the even- 
ing, the manager himself made a road 
map for the guest. Did the guest appre- 
ciate it? He wrote back and said he 
never made a wrong turn. 





| Peshegs we're wrong in talking about xe t h ere are no 
: such little things, when we have such 
big things to offer. Bigger rooms, at su b st i tutes fo r 


lower prices... Roomy closets... Pop- 
ular cafeteria or coffee shop. . . Central 


location .. . Even specially selected 
meats for all dining rooms. But some- 
how, it’s the little extra things that 


bring our guests back. You'll be back, 








too, once you know us. , 
For Slipper Uppers 

Extra service at these 25 

UNITED HOTELS Perfection cannot be 
NEW YORK CITY’S only United... . The Roosevelt J 
PHILADELPHIA, PA....... The Benjamin Franklin co P 1 ed— ZAPON U PPER S 
SUAVEAE, WAGE: 5 5500000 sccccees The Olympic 
WORCESTER, MASS......-.0+ee000% The Bancroft 
NEWARK, N. J... --eeceeeeees The Robert Treat are the acknowledged 
PATERSON, N. J.-.---- The Alexander Hamilton 
WEBSIKON, We Jo. 5 sc cccsccevess The Stacy-Trent ] ° li 
HARRISBURG, PA. ..---- +--+ ++: The Penn-Harris ead ers 1n qua ity, style 
Ps Oe eee ye ae 
GVRACIOE NA Yi 60 5kcccccctcces he Onondaga 
ROCHESTER, N.Y. ..0eeeeeeeeeeeees The Seneca and sales. Look be- 
NIAGARA FALLS, N.Y... - +--+ +--+ want Niagara 
es coo a 66 os. <6 ck ceevewnss e Lawrence 
MBO, OMIO: 6665686 icc dddoes ces The Portage fore you leap. 
NE ic oy vincieccnticgeienes The Durant 
MANGAS CITY, MO. 600. ccessccese The President 
CE Ai ic cnc ctewsnr ee El Conquistador 
SAN FRANCISCO, CAL. .....+-++- The St. Francis 
SHREVEPORT, LA. ....- The Washington-Youree 
NEW ORLEANS, LA. ......---000: The Roosevelt a an 
NEW ORLEANS, LA. ......--+ee00% The Bienville 
TORONTO, ONT...........-- The King Edward NE 
NIAGARA FALLS, ONT. ...---++-++++ The Clifton REG, U. S. PAT, OFF. 
bint tn. ge She Palace Edward Ne Exclusively manufactured in America b 
KINGSTON, JAMAICA, B.W.1..The Constant Spring Look for the Zapon label on every pair of The Zapen Company, this Guneneil 


slippers you buy, It is your guarantee chamois-soft material is available in a 
sy a against inferior products variety of colors and patterns 


A Division of Atlas Powder Company 
STAMFORD - CONNECTICUT 
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Its the Novel Appeal in Shoe Ads 


Levy’s, Jacksonville: “Gay Youthful 
Footwear Styles, $12.50. An unending 
variety of the finest footwear for every 
occasion, from early morning and far 
into the night. The model shown is one 
of our ‘best sellers,’ a step-in pump of 
neatly checked fabric in brown and 
beige with genuine watersnake trim.” 

Ayers, Indianapolis: “You can wear 
these with more colors than any other 
shoes: Watersnake, $10. The nice 
thing about these softly colored beige 
shoes is that they go with all the pastel 
colors so much in vogue—and you can 
wear beige accessories with anything. 
Their mottled surface prevents them 
from showing soil easily. Four pat- 
terns and heel heights.” 

CARSON, PiriE, Scott & Co., Chicago: 
These Newest Shoes Genuine Snake- 
skin Java Ring Lizard, $10. This 
spring your spring wardrobe will sim- 
ply have to have reptile shoes. They’re 
versatile as can be, because they’re 
equally fashionable with both light and 
dark costumes. Pumps and ties—some 
choose strippings of gunmetal silk kid 
and others select strippings of black 
kid. (Four shoes shown in this 6-inch 
3-column ad.) 

THALHEIMER, Richmond: “This smart 
walking oxford is typical of the smart 
shoes in our $7.50 group. Fashioned 
of genuine watersnake, trimmed with 
kid.” 

SMITH-KASSON’S BASEMENT, Cincin- 
nati: “Genuine parchment snakeskin 
slippers. Here comes the sun. You'll 
want to step out in bright new slip- 
pers, $4.95.” 

Cuas. A. STEVENS & BrRos., Chicago: 
“The Naida reaches new heights of 
chic. This one-strap slipper offers a 
new and supremely chic expression of 
the contrast theme in its perforations 
underlaid with white. In _ patent 
leather and brown, blue or mat kid, 
with smart high-low heel, $16.50.” 

DENVER Dry Goons Co., Denver: 
“Every Spring Costume Should Have 
Its “Adoria” Shoe. The new Adoria 
sandals are cut down to the barest es- 
sentials ...a strap, graceful, medium 
toe, a slender heel. . . . And these are 
smart... new... very important.” 
(Three cuts, all priced at $19.) 

Foster & Co., Chicago: “The 
new Foster Modes. Presenting—A por- 
trayal of the “Decorative Vamp” in a 
Foster origination of the “Sabot” type 
—designed for wear with the Tailored 
Costume. Produced in Black Calf 
with a Grey Underlay; in Blue Calf 
with White and in Tan Calf with 
Beige. $15. The bag to match, $9.50.” 

KAUFMANN’S, Pittsburgh: “Its San- 
dals from morning till night! $12.50. 
The “Aphrodite” sketched is a copy- 
righted style. It cannot be copied in a 
cheaper shoe. So, if you choose any of 
these—the patent leather black kid, 
or the moire and satin—you have the 
assurance that yours is an individual 
shoe.” 

FRANKLIN SIMON & Co., New York: 
“It’s springtime and you want to give 
your toes a breath of spring. And san- 
dals are light and open and marvel- 
ously airy. But that’s not the only rea- 
son why we’ve sold over a thousand 





[CONTINUED FROM PAGE 38] 


sandals since the first of March. It’s 
because we’ve deliberately designed 
them on the lines of the Grecian even- 
ing sandal that gives more women 
pretty feet than any other type of 
shoe ever made. 

“Black Patent Leather, Blue Brown 
Beige Black Kid. An entire stock of 
fifty other new styles ... in every 
smart leather and color... all for im- 
mediate wear. Complete in size range.” 
(This was a 2-column page-long ad in 
which 5 shoes were shown, all at the 
one price of $10.00. A by line stated 
“Last year’s price for this quality was 
$12.50 to $14.00.”) 

CAMMEYER, New York: “You'll find 
these sprightly spring creations by 
Cammeyer. Patent leather, dull black, 
blue, beige and brown interpretations 
of the new mode for street and semi- 
formal wear, establishing a new stand- 
ard of quality values at much lower 
prices.” (Three shoes, priced at $14, 
$11 and $10, completed this story.) 

STERN Bros., New York: “Stern’s 
Spring Shoes. Patent—the vogue of 
Black and White, presenting black 
patent leather with white accents as a 
shining footwear success.” (Five shoes 
priced from $10.50 to $14.50, with 
either white pipings or black and 
white bows were shown.) 

Lorp & TAyLor, New York: “How 
does your foct look best—in pumps?(3 
shoes); in straps? (3 shoes); in ox- 
fords? (3 shoes)” (This was a 3-col- 
umn ad, full page in length, with shoes 
priced from $8.50 to $16.50, so made a 
very striking piece of copy.) 

BONWIT TELLER, New York: “The 
Walking Opera Pump with Double 
Straps, $15.50. This exclusive Bonwit 
Teller model is one of the most out- 
standing tailored shoes of the season, 
not only in fashion, but in comfort... 
it is entirely bench-made and may be 
had in blue or brown calf with polished 
leather heel.” 

MILLER & RHOADS, Richmond: “Blue 





April Volume Outstanding 
in Des Moines 


Des Moines, lowa.—April volume of 
shoe business was outstanding, reaching 
greater proportions than in the same 
period last year, according to T. Frank 
Jaques, head of the Field Shoe Company 
here. Opening up of the spring business 
early in the month accounted for the ad- 
vance to some degree, and the popularity 
of colored kids continued the trend. 

Linens hold stellar place among the 
light shoes for women, the open types 
and perforated styles leading. Colored 
kids have been paramount thus far but 
as the season advances the fabrics and 
whites are expected to increase. 

In the Field store strap styles are 
leading as they are carried most promi- 
nently. In other types of stores pumps 
are predominant in many cases. 

Mr. Jaques believes a large white sea- 
son is due to develop, and the beginning 
of the demand has already been felt. 











Kid Pumps, $5.00. Sketched—A Guards- 
man Blue Kid Pump with snake grain 
trimmings on the vamp. Other pumps 
in patent leather, black or blond kid, 
$5 pair.” 

RosBBINs, Savannah: “The smarter 
styles in Spring footwear. Robbins 
makes it possib'e for one to wear beau- 
tiful spring shoes without undue strain. 
on your shoe budget. Our new low 
price, $4.00.” 

JOHN Warp, New York: “This year 
you can buy the same fine John Wards. 
at an economy price. Today and tomor- 
row, when you are buying your shoes, 
be sure to look first at the John Ward 
windows. They must be seen to be ap- 
preciated. Even from our windows, 
you cannot mistake their supreme qual- 
ity leathers, expert craftsmanship and 
outstanding style.” (This was a quar- 
ter-page ad featuring 12 shoes, one of 
which was thrown up twice the size 
of the rest. Prices now are $6.50 and 
$8.00, which are reduced from $7.00 
and $9.00.) 

AYER, Indianapolis: “A young man’s. 
shoe Super-Six, $6.00. Youthful in its 
lines—conservative in its price. Super- 
Six has every quality that appeals to 
the generation ‘just starting.’ See the 
new spring models.” 





Isaac Feldman Dies 


Boston, Mass.—Isaac Feldman, 
president of the Prospect Shoe Com- 
pany of 470 Atlantic Avenue, this city, 
and connected, also, with the Banner 
Shoe Co., and the Signal Shoe Co., died 
recently at his home in St. Paul Ter- 
race, Brookline, after a short illness. 
He was 48 years of age and is survived 
by his wife, Mrs. Martha Feldman, and 
by two children, Anna and Albert. 

Mr. Feldman came to this country 
when a boy, settling with his parents in 
Lynn, where he attended school and in 
which city he made his home until he 
moved to Brookline a few years ago. 
He entered the shoe business when he 
was 82 years of age and rapidly built 
up a reputation which enabled him to 
sell his footwear in all parts of the 
United States. His factory has been 
normally busy even during the present 
period of low production. 





George Roderer Dies 


DayToN, OHI0O—George Roderer, 59 
years of age, retail shoe merchant, died 
at his home, 627 Xenia Street, at 12:15 
o’clock, Monday, April 27, following an 
illness of only a short time. 

Roderer, a resident of Dayton for 39 
years, operated four retail stores. He 
launched his business career in the 
shoe business 22 years ago. He was a 
member of the Catholic order of the 
Foresters, Dayton Beirish Verein and 
the Fraternal Order of Eagles. 

Mr. Roderer was born in Fichtelberg,. 
Germany, and came direct to Dayton 
when he immigrated to this country. He 
leaves his widow and nine children to 
mourn his loss. Funeral services were 
conducted from the home and at St. 
Mary’s and burial was in Calvary 
cemetery. 
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REPCO STRAIGHT BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1800 — BRISTLE 


NEW 


REPCO 
POLISHERS and DAUBERS 


THEsE unusually high-grade polish- 
ers and daubers will withstand the 
most rigid tests as to quality of ma- 
terial, construction, and wear. Each 
polisher and dauber is made of the 
finest wood and bristle stock, while 
the wax finish is carefully applied 
and is lasting. Repco Polishers and 
Daubers are made in both the wire- 
drawn and stapled types, differing 
only in the method of fastening 
the bristle knots, 









REPCO CURVED 
BACK BRUSH 
STAPLED TYPE 


NO. 100-—- GRAY 
NO. 101 — BLACK 


REPCO CURVED 
BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1000 — GRAY 
NO. 1001 — BLACK 


For Sale by Shoe Findings Dealers 


UNITED SHOE MACHINERY 
CORPORATION 


BOSTON, MASSACHUSETTS 





REPCO STRAIGHT 
BACK BRUSH 
STAPLED TYPE 


NO. 300 — GRAY 
NO. 400 — BLACK 


REPCO STRAIGHT 
BACK BRUSH 
WIRE-DRAWN TYPE 


NO. 1490 GRAY 
NO. 1650 — BLACK 










REPCO DAUBER 
LONG HANDLE 


NO. 350— BLACK 
NO. 440— GRAY 


REPCO DAUBER 
SHORT HANDLE 


NO. 550 — BLACK 
NO. 660 — GRAY 


no ee. 
REPCO DAUBER 
LONG HANDLE (WIRE-DRAWN) 


NO. 250 GRAY 
NO. 490 — BLACK 





REPCO DAUBER 
SMALL SIZE 


NO. O™GRAY 
NO. COO BLACK 








REPCO STRAIGHT BACK BRUSH REPCO STRAIGHT BACK BRUSH 
STAPLED TYPE WIRE-DRAWN TYPE 


NO. 200— GRAY NO, 1600 — BLACK 
NO. 1900 -— GRAY 
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THIS MAY BE 
YOUR OPPORTUNITY 














SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








MEN. Carry positively the 
ew best selling propo- 
sition in men’s specialty shoes. 
NU-MATIC—the shoes with the 
sponge rubber ball, arch and heel. 
Many other patented features. 
Show the X-Ray shoe and the sale 
is made. Real selling co-operation. 
7% commission paid each week 
on all accepted orders. Twelve 
samples—all in stock. 

Only successful men, from Ohio 
east, and Iowa west. Good side 
line men considered. Write fully. 
NU-MATIC Shoe Co., 512 West 
Florida St., Milwaukee, Wis. 








SALESMEN WANTED 


Exceptional opportunity for salesmen 
with established trade to sell on straight 
commission ‘‘in stock’’ line of women’s 
novelty footwear to retail for four, five 
and six dollars. Drawing accounts ad- 
vanced after selling ability proven. Fol- 
lowing territories available: Oklahoma, 
Texas, Ohio, Western Pennsylvania, 
North and South Carolina, Minnesota 
and Northwest. 


Address C-476, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 











SALESMAN—Large New York manufacturer 
making complete line of popular priced 
house slippers has the jollowing st states open for 
4 representation: N. Pa., Va., 

Va., Md., Conn., Mass., N. a? Vt., Maine. 
Sertetty commission basis. Weekly settlements. 

Reply Mag all particulars first letter. 
VINC. HORWITZ CO., Inc., 64 West 
23rd on New York City. 





SALESMEN with established territories to 
sell Health-I-Tred sport welts—arch sup- 
ports and novelty McKays. Fast sellers to 
retail at $4.00. Eight per cent commissions 
paid weekly. When replying give reference. 
Address C-459, care Boot hoe_ Recorder, 
239 West 39th Street, New Fork | ee A 





N ORTH CAROLINA and Virginie open to 
an experienced sal lete line of 
Infants’, Misses’ and Girls’ earn and Fine 
Goodyear Welts. Straight Commission — Give 
reference — splendid opportunity. REIDER 
SHOE MFG. CO., Schuylkill Haven, Pa. 





SHOE SALESMEN wanted to carry a snappy 
line of hard sole Mules and D’Orsays, re- 
tailing from $2.00 up. Southern, New England 
and New York State territories open. Side 
line ee a sition. Address C-454, 
care Boot oe. 239 West. 39th 
Street, to" yo N. 


SHOE SALESMEN wanted to carry our spats 
and shoe ornaments as a sideline. Please 
give territory and _ references with reply. 
MANOLIS MANUFACTURING CO., 4248 
No. Crawford Ave., Chicago, Ill. 


SALESMEN WANTED for Texas, Ohio, 
Kentucky and Tennessee and other very 
desirable territories. The Special Shoe Com- 
pany fast line of Instock Novelties and Shu- 
Stiles ~— of DeLuxe Compo constructed 
shoes in high styled patterns offers the real 
live wire &a —_~ et epoastenty for a real 
income. app ying give experience and 
age. ps ig SPECIAL SHOE COMPANY, 
1330 Washington Ave., St. Louis, Mo. 


SALESMEN WANTED—One for N. J. and 
one for Greater N. Y. High grade Men’s 
and Boy’s shoes. Cheap prices, commission 
basis. Only men with trade following need 
apply. DR. “ee SHOE CO., 156 
Duane St., N. Y. 


LIVE WIRE SALESMAN for Northern and 
Western states. Fast Line Ladies Novel- 
ties. $2.00 and $3.00 retailers. In Stock. 
Address C-473, care Boot & Shoe Pen. 
239 West 39th Street, New York, 


SALESMEN, calling on responsible Depart- 

ment and Shoe Stores to carry as side line 
a patented rubber shoe. Sample may be carried 
in pocket. Demand has been established. In 
reply state territory covered. Address C-472, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 




















LINE WANTED 


ALESMAN with large following well rated 

accounts in New York (Metropolitan and 
upstate) and New Jersey available for coming 
Fall season. Can place any line; also ex- 
perienced in handling collections. Address 
C-478, care Boot & Shoe Recorder, 239 West 
39th Street; New York, N. Y. 


Goop LINE of $1.00 retail house slippers. 
Sales organization now established and 
operating. Address C-477, care Boot & Shoe 
:o 239 West 39th Street, New York, 











LINE WANTED—Medium priced line of 
women’s or men’s shoes for California. 
Arizona, New Mexico and Colorado. Well 
acquainted. Best references. Drawing account 
or advance on aceepted orders. R. P. Brogan, 
75 East Alameda Street, Tucson, Arizona. 


MARKETING SPECIALIST. Eight years’ 

experience with America’s best known 
manufacturers. University trained in Market- 
ing Economics and Law. Present employed. 
Seeks connection with reliable shoe manufac- 
turer to aid in solution of _ MARKETING 
PROBLEM. Address C-474, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ACCOUNTANT, expert bookkeeper, credit 

man, sales and collection correspondence, cap- 
able salesman, present employed by a large 
slipper manufacturer in a confidential capacity, 
desires to change, very well known in the trade, 
excellent qualifications as buyer of raw mate- 
rials, understanding all details thoroughly and 
capable of doing big things, always considered 
a very valuable employee with excellent business 
ability, all replies confidential. Address C-479, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


I WOULD consider a proposition from a 
large department store or a small chain 
as shoe buyer and to merchandise shoe depart- 
ments. Only stores desired, carrying medium 
priced shoe and wanting volume. I offer my 
past record as assurance of real _ results. 
SPENCER LADD, Great Northern Hotel, 
New York City. 


HAIN STORE EXECUTIVE—With fifteen 

years’ continuous experience, fourteen 
years with present company as manager of 
volume stores and supervisor, desires to make 
new connection. My training lies along follow- 
ing lines—Merchandising, Managing, cating 
Stores, Organizing Stores and salesforces. Am 
thoroughly familiar with stock control systems 
and best methods of obtaining proper mark-up 
and turnover. My best asset lies in ability to 
inspire men, gain their confidence and obtain 
best results from them. Initial earnings not 
so important as future possibilities for growth 
and advancement. Can obtain better results 
in cities 25,000 to 200,000 population than 
in extremely, large cities. Location no_ob- 
ject. Can give excellent reason for desiring 
change. My best reference is or will be my 
present employers with whom I am rounding 
out y 4 fourteenth year. Address C-471, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, yf 


MANAGER and buyer for shoe department 
or store. Fifteen years’ experience, eight 
as manager. Window trimmer. Age, thirty- 
three, married. References. Available May 
20. Address C-470, care Boot & Shoe Re- 
239 West 39th Street, New York, 














corder, 
Ie. 





MANAGER AND BUYER, — Twenty-two 

years’ experience in men’s, women’s and 

aihate high class shoes. Capable of han- 

pre: Me large volume, also window trimming ex- 

Good reference. Address C-460, care 

Boot th “Shoe % Alone 239 West 39th Street, 
New York, N. 





Minimum charge 75 cents. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
®* Advertisements for this page must be in our New York office on Friday of the week preceding publication @®8 


In all other cases each 
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$e 
New Edition LAWRENCE LEATHERS 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 


This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
cents. 


A C.LAWRENCE LEATHER Co. 


BOSTON +: PEABODY: NEW YORK: CHICAGO «ST LOUIS 
CINCINNATI *¢ PHILADELPHIA: GLOVERSVILLE 


Boot and Shoe Recorder 
239 West 39th St. New York, N. Y. 





























POSITION WANTED TO LET BUSINESS OPPORTUNITY 
GHOE SALESMAN — Have covered Wis) © QCHENECTADY, N. Y. 100 per. cent loca- 
coatiae eak ereceee” SEEDS Wie, ‘>on for, sce, tors in Hex, Bask in Schemes: 
? h “ ° oe “ tady. Rent reasonable. ’ 
DEN, Sheboygan, Wis. CO. INC., 1402 State Bank Bldg. Albany, re a ae 


income in service fees. A new system of 
foot Fp eneey a jonrnes ~~ any 
one at home in a few weeks, Easy terms 
HELP WANTED FOR SALE for training; openings everyhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 




































































Wn = Fitting Room Foreman for OR SALE. 12 year established shoe store or soliciting. Established 1894. Address 
C pee. tac pa Must be experienced on in desirable location in Brooklyn with or Stephenson Laboratory, 21 Back Bay, 
i oles and House Slippers. State without stock. With well known agencies. Boston, Mass. 
Cc. Cth parti Be and salary wanted. Address Very low rent. For further information in- 
39th ee Ne & Shoe Recorder, 239 West quire .C-475, care Boot & Shoe Recorder, 239 
treet, New York, N. Y. West 39th Street, New York, N. Y. 
HOE FACTORY FOR SALE. Frame 60 
z 90. Brick _ steel 40 x = tw floors MERCHANTS’ NEEDS 
an asement. uit operation Jan th, is 
BUSINESS OPPORTUNITY now a community property. Can give excep- 
— peoneomnee. gry aap to a 
a merican. enty of experienc 
help, no labor troubles. Hunt where you will pIse LAY PAPERS 
DO YOU WANT TO GET RID you can make money here. Lionas’ and de- ———— all 
OF YOUR BUSINESS tails on request. ust be seen to be appre- 
. ciated. O. H. WATTS, Millersburg, Pa. Change Often! 
Some clients of ours own a most attrac- : Have you our samples? 
tive twelve-story corner Chicago Loop 
office building with first mortgage of WANTED TO PURCHASE DISPLAY CREATIONS 
only $400,000. 1439 Broadway, Detroit, Mich. 
Willing to exchange for going mercantile 
business. 
Submit what you have and we will get If you contemplate selling your 
busy. entire or surplus stock com- 
E. B. WOOLF & COMPANY municate with us. Prompt at- 
139 No. Clark St. Chicago, Ill. tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 


Phone Canal 6-4298 and 4299 








MERCHANTS’ NEEDS 








We are open to A, O.POLLINGER- co.! 
BUY FOR CASH 216 HOLLAND BLDG., ST. LOUIS, MO. 


VANITY BOWS en 


POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 














losses taken Gs ransactions esntdentiat. > DISPLAY Fi i aaa 


mer SEGALL SONS 


i We will pay the best price for 
tees of shoe ornaments since your pasos ~4 entire stocks of st 933 ARCH ST. 


VANITY NOVELTY Stores. Leases aseumed, PHILADELPHIA, PA. 
Phone - te x | Fi 

WORKS All matters strictly confidential. ARE BUSINESS GETTERS 

1261 Atlantic Avenue 101 = ‘St, New York 


BROOKLYN N. Y. Phone Worth 5922 1880 SEND FOR CATALOG 








No. 8663 


The leading bow of the season. Made 
in any color or combination of leathers 
with clips at $4.50 per doz. prs. 


4 
327 Church St., New York City ‘ 
Phone: Canal 6-2632 Q 


, 
, 
} 
; MAX GLAUBERG 
, 
» 
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MORE PROFITS via PROMOTION 


Each store should multiply this 
model UNIT PROMOTION BUDGET 
according to the size of its own UNIT 
of women’s summer sport shoes. 

The next step is to plan the Major 
promotions so that the women’s sport 
shoe UNIT shall be featured from a 
new and timely angle each week during 
the selling season. 

Getting the Promotion Idea sheets 
for all of the women’s sport shoes 
together. Also have at hand a list 
of events and occasions of importance 
and notes of outstanding fashion 
themes that influence the sale of wo- 
men’s sport shoes. Make a list of Pro- 
motion Ideas. Then select those most 
suitable for Major Promotions. 

A typical Major Promotion Program 
by weeks, for women’s sport shoes, will 
be something like this: 


May 15-23—National Sport Shoe Week 
Includes all sport shoes— 
gr RECORDER for April 18 and 

May 24-29—Holiday Shoes 
Decoration Day in several states 
(Ad and display No. 1). 

June 1-6—White, Straight or with color 
A dominant fashion theme 
(Ad and display No. 2). 

June 8-13— Popular Two-somes 

Summer Days 
The season for pairing off 
(Ad and display No. 3). 
June 15-20—A guide to chic in Sum- 
mer Footwear 
Correct shoes for varied occasions 
(Ad and display No. 4). 

June 22-27—Where are you going? 
Vacation Time Dramatized 
(Ad and display No. 5). 

June 29-July 3—Shoes for the Fourth 
Of interest to everyone 
(Ad and display No. 6). 

July 6-15—Clearance Sales 
To be followed, if necessary, by a 
final clearance to assure complete 
close-out by August Ist. 


for 


_ Notice that there is a definite promo- 

tion IDEA of timely interest to cus- 
tomers for each week—one that can be 
carried out—dramatized—in advertis- 
ing and displays. The sketches show 
how easily the tie-up between ads and 
displays is accomplished. The ads can 
be varied in size. 

Be very sure that the interior dis- 
plays carry out the promotion idea fea- 
tured in ads and window. It may be 
a case or a table display with an ap- 
propriate card to complete the tie-up. 
Much is lost if this final appeal is neg- 
lected ! 

Some of the ads shown are excellent 
also for mailing pieces; have reprints 
on good quality paper for mailing and 
for package enclosures. Of course, more 
elaborate mail promotions can be used 
when the budget permits. 

The Minor Ideas are so called not 
because they are unimportant, but be- 
cause good showmanship requires spe- 
cial concentration on the big features, 
and a lesser degree for the others. Con- 
sider the circus. Three rings and two 
platforms busy with clever acts. Then 
complete concentration on the most dra- 
matic feature of the program. 





[CONTINUED FROM PAGE 18] 


There are a great many of these 
Minor Ideas that have their place in 
raising your advertising appeal to a 
high level and driving deadly monot- 
ony from your displays. A brief list 
will show the possibilities. 


Which Oxford—moccasin or Prince 
of Wales? For Variety choose ox- 
ford, strap and pump. Heel heights 
rise to meet the occasion. Grace- 
fully feminine pumps for afternoon 
frocks. Your feet know it is sum- 
mertime—so do our shoes. Sport 
shoes that meet the vogue of con- 
trast. Shoes for the country club— 
on and off the veranda. Lovely 
shoes for the June Bride’s ward- 
robe. When the Sweet Girl Grad- 
uate chooses shoes. 


When you have a planned promotion 
program based on facts translated into 
IDEAS WITH A CUSTOMER AP- 
PEAL ads need not be huge or dis- 
plays elaborate. At the same time you 
will get the utmost returns for every 
dollar invested in promotion, whether 
the budget is large or limited. 

Using the Model Promotion Plan, 
applied to individual UNITS, will 
quickly reveal any bad buys. When 


they show up, act promptly. First re- 
ductions on such numbers should come 
in two weeks’ time. A quick loss is a 
smaller loss. The money from them will 
help to pay for profit-making fill-ins. 

Right after the Fourth—clearance! 
Here, again, act decisively. Get action! 
A lingering, languishing sale, with 
prices held too high is more costly in 
advertising and effort than real reduc- 
tions and quick close-out. Should there 
be a few hangovers, sell ’em! Have a 
dollar sale, if necessary. Get them out. 
Style changes and soiling will ruin them 
anyway. 

By applying the Model Promotion 
Plan to the varied groups, and having 
a Promotion Idea sheet for each shoe 
in the group, you can easily analyze, 
visualize, organize and dramatize the 
selling points of each shoe and each 
group. This, plus study, understanding 
and recognition of THE CUSTOMER’S 
VIEWPOINT is the basis of success- 
ful promotion and selling. 

Each unit or group will receive its 
just amount of publicity. You will 
spend the larger portion of your adver- 
tising budget to sell shoes at a profit in 
the “Hot Season,” and increase the 
prestige of your store at the same 
time. 








National Sales Promotion Plan 


[CONTINUED FROM PAGE 15] 


of more profitable goods if the sales- 
men on the floor make it a point to 
grade up some of the customers with 
the first showing of the shoes. 

We have made the period of National 
Sport Shoe promotion from May 15 
to July 4 so that a sufficient leeway 
for weather hazard may be taken into 
account for other sections of the coun- 
try. Therefore, a delayed season 
should not necessarily cut down pos- 
sible sales or total profits. 

We must keep constantly in mind 
that even if a stock is made up en- 
tirely of desirable items, this stock can 
remain a Model Stock as the days and 
weeks go on—a stock that will bring 
the greatest total profit—only if all 
conditions are maintained so that it 
will turn a sufficient number of times. 
This means that articles less recently 
bought must be cleared out so rapidly 
that they make way for fresh new 
merchandise by the time it is in de- 
mand. Under the Model Stock Plan 
this can be done with much less loss 
and often with net profits. 

The Model Stock Plan will not call 
for an investment larger than the 
smallest sum that will give a stock 
complete enough to bring greater total 
profits because of the coordination of 
selling plans as listed on the following 
pages. 

Three parts into which planning 
naturally divides are: 

2. Planning ahead for as long as the 
business will continue. This means 
carefully planning indefinitely ahead 
to increase goodwill, to conserve the 
reputation of the store for honest and 
fair treatment, to avoid anything that 
threatens the general fundamental 


basis of the goodwill value of the busi- 
ness. 

2. Planning definitely as far ahead 
as is practical, necessary, and possible 
for carrying out the Model Stock Plan 
in the best way. 

3. Making written plans ahead for 
each subdivision of the store. 

This new phase in merchandising is 
the logical outgrowth of our old friend 
“Concentration of Stock” with his side 
partner, “More Sizes and Less Styles.” 
The difference between the former or- 
der and the present amplification is 
that the first is the kindergarten, while 
the “Model Stock Plan” is the grade 
school. It is the opinion of some that 
business has yet to go to high school, 
possibly through college and even to 
a post graduate school before it is 
really educated to where distribution 
and production are thoroughly co- 
ordinated. 

Merchants in small stores are apt 
to try to cover too wide a spread of 
styles in their endeavor to satisfy every 
customer entering their door. This is 
done mainly as a _ self-justification 
measure in an attempt to offset com- 
parison with larger stores. 

This same fear is evidenced by the 
large stores, as they try to duplicate 
nearly every price on the street and 
so stretch their resources over too wide 
a field. 

A clerk’s alibi for losing a sale is 
usually “not the right kind,” or “price 
too high.” This is accepted by the 
management when possibly the true 
facts of the case were that due to 
the lack of a definite planning of the 
stock, it was scattered so thin that 
the salesman had no chance. 
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Where Convenience Counts ~ ~ - 


Boys’ shoes equipped with lacing hooks are 
much easier to lace and unlace . . . The child 
can be taught to care for his own shoes much 
younger, and parents will be glad to know of 
the advantages which lacing hooks give. Lacing 
hooks are comfortable, practical, and allow a 


snug ankle fit. 
TUBULAR RIVET & STUD COMPANY 


United Shoe Machinery Corporation, Selling Agents 
140 FEDERAL STREET -:- BOSTON, MASSACHUSETTS 


LaciNe HOOKS 
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Boot and Shoe 


Recorder 


Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boor anp 
Suoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 
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Next Week 


you will find 
in the 


Boot and Shoe 


Recorder 


T last a definition of a “chain.” The 

Supreme Court of the State of 
Georgia defines a chain as an organi- 
zation operating “more than five 
stores.” It took a suit in the court, 
brought by a company operating five 
stores (to evade payment of the Geor- 
gia state chain store tax) to establish 
that ruling. 

What is now needed is a definition of 
the various sources of distribution— 
Independent Stores, Associated Inde- 
pendent, Ownership Group, Branch 
System, Store Chain, Manufacturer’s 
Chain, Commissary Store. Look in the 
issue of May 16 for a new picture of 
bulk-merchandising. 

Is the chain changing? Is it losing 
the advantage of “factory filler eco- 
nomics” in today’s scheme of buying 
close to the handle? Is it losing its 
youthful vigor through stepping into 
maturity? Is it timid to venture—or 
is it now trained down to a new fight- 
ing strength so that it will be first to 
plunge into the “new distribution?” 
Read this issue for a promise of a new 
picture of goods sold on the unit-multi- 
plication basis. 
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LSO in this issue, the battle of two 

theories—one, will “we carry only 
sizes which show sales more than 1 per 
cent of the store’s total” or “can out- 
sizes be made profitable on a new turn- 
over ratio?” On the result of this bat- 
tle we expect to establish a principle 
whether a store is in business for all 
possible customers or only for average 
customers. 
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INVISIBLE 
MIDDLESOLE 


Value No. 1... 














It forms a 3-ply unit 


| MIDDLESOLE binds the 


 Unthensh Biaisetiny innersole and the outersole firmly to- 


3 Resists Moisture 
4 Resists Heat & Cold 


5 Prevents Bunching 
6 Prevents Air Pockets the ideal foundation for walking comfort 


gether into one flexible unit, providing 


BECKWITH MANUFACTURING COMPANY 


Manufacturers of Vulco Products 
STATLER BUILDING, BOSTON, MASS. 
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The 
DEMI-OXFORD 





OXFORDS in the 
Fall Mode..... 


Will add the last touch to that early fall outdoor ensemble— 


desirable in— 

e Black Suede trimmed in Patent Leather, accented with gray 
stitching. 

° Brown Suede trimmed in Brown Patent, accented with beige 
stitching. 


e Patent Leather with gray reptile trim and gray stitching. 


Also in many more smart, desirable materials and combinations 


MIDVALE SHOE COMPANY 


Branch of International Shoe Co. 


3417 LOCUST ST. SAINT LOUIS, MO. 


MIDVALE 


MAKERS OF FINE SHOES FOR FASHIONABLE WOMEN 


Vol. 99, No. 10. Published every week by the Boot & Shoe Recorder Publishing Company, Division of United Business Publishers, Inc., 239 W. 39th 
St., New York, N. Y. Entered as second-class matter Sept. 19, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. 
Subscription price, $3.00 per year. Printed in U. S. A. 
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OPENING UP ..... The 
WHITE KID SHOE 
















\ ; nationally famous merchandiser 
and the small retailer of the family’s 
shoes have exactly the same con- 
fidence of sure profits through 
the selling of white kid shoes. 





Never before was there 
such unanimous fashion 


1 
\. thought and fashion 


\ promotion behind 
\ wet KID. 





WHITE KID SHOES— 


safe to put into stock at any time... 
certain to sell with full profits on 
the third and fourth re-order. 








py 











BEST RECORD of 
SELLING EVER KNOWN 














‘ee joy of doing volume business with = / 
full profit, is assured the merchant who 

puts his faith and his brains into the 
selling of white kid shoes. 


Analyze the needs of your cus- 
tomers. Women will want 
summer shoes of enduring 
attractiveness... shoes that 
are easy to keep immac- 
ulate... new looking 
throughout the 
season’s wear. 


White Kid Shoes 
also fulfill your 


wants... 


Business at 


a profit. 





G.LEVOR «& CO.. me. 


Tannorvs_ of THE WHITEST WHITES 
GLOVERSVILLE, NEW YORK 








| THIS SOFT BOX TOE STAYS SHAPELY 


IT WILL GIVE 
READILY 





AKE a shoe with an Armstrong’s Cork Box 

Toe and press down the toe with your thumb. 
Watch the toe come back to shape as soon as you let 
go. That’s the way it acts on the foot. Wrinkles 
won’t stay in. Your soft and semi-soft toed sport 
shoes and summer weights can keep as stylish a 
shape as your best dress shoe. Give them soft toes 
that won’t pancake or wrinkle when worn— 


Ask for 


ATLANTA Boston CHICAGO CINCINNATI 








BUT WON'T 
HOLD WRINKLES 


Armstrong's 


Product 


Armstrong’s Cork Box Toes. Not only sport shoes, 
but all types, dress, wing tip, wide or narrow toes 
keep shape with Armstrong’s Cork Box Toes, and 
have at the same time the easy comfort that makes 
friends with feet. Ask for Armstrong’s Cork Box 
Toes by name when next you buy. And for fur- 
ther information, write Armstrong Cork Com- 
pany, 933 Arch Street, Lancaster, Pennsylvania. 


ARMSTRONGS 
CORK BOX ‘TOES 


DetrRoIt New Yor«k PHILADELPHIA St. Louis 
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Specialization 
to the nth Degree’ 











St. Louis, Mo. 








«A GREAT 
MORE IN 





Ode 


ES 


soe” 
SUEDE KID 
* 
LEAF BROWN ...... Color 914 


\/ (610) 50-10) 0) Se Color 930 


CORDOVA ......... Color 931 
LAG peavo csr 933 LAL AS 


ADMIRALTY BLUE .. . Color 939 






PADDOCK GREEN... . Color 960 


AUTUMN BROWN .. . Color 934 


BLACK SUEDE KID 
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SUCCESS LAST YEAR 
DEMAND THIS YEAR« 


VOoDeE SUEDE KID 


Vode Suede Kid’s meteoric rise to pop- 
ularity was on everybody’s tongue at the 
New York Style Conference, not merely 
because it will make a daintier and 
lighter shoe—but also on account of its 
uniformly fine, non-crocking nap—its 
economy—its varied and_ beautiful 
colors which harmonize so well with its 
sister line—Vode Glazed Kid. 

There were few dissenters to the opinion 
that it will be used this year more exten- 


sively than ever in fine footwear. 


SISSIISAstssssssssssssststsst 


ALLIED KID 
COMPAN Y 





STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 
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ONCE UPON A TIME 


our sales manager insisted on putting 
shoes in this advertising. 


* 








Last week said he, “Let up a little 
on sport shoes—or we'll have to 
close down the factory to let the 
machines cool off.” 


No. 711—Tan and White 
No. 712—Black and White 
IN-STOCK 
$3.40 





* 


“What!” we replied, “let up when 
hundreds of merchants have to have 
these shoes right away? NO, SIR! 





No. 100—Black and White 


Spiked Golf Shoe the more sport shoes the better— 
ae and you'll have to like it.” 





* 


So there you are. As the spieler 
said, “Yer pays yer money and takes 
yer pick.” And you can’t go wrong. 











No. 705—Smoke and Tan 
Rubber Sole * 


IN-STOCK 
$3.40 


HILL BROS. CO. 


FACTORY AT HUDSON, MASS. 
IN-STOCK DEPARTMENT AT HUDSON, MASS. 









No. 701—Tan and White 
No. 702—Black and White 
IN-STOCK 

$3.40 





No. 706—Tan and White 
No. 707—Black and White 
IN-STOCK 

$3.40 





No. 708—Black and White 
No. 710—Smoke and Tan 
IN-STOCK 
$3.40 


MAIN OFFICE AT HUDSON, MASS. 


SALESMEN ALL OVER THE WORLD — SOMEWHERE 


Boot AND SHOE RECORDER 
8 combining THE SHOE RETAILER, May 16, 1931 . 











